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Here’s a driver incentive . — 
plan that really pays off = 


page 112 ae 
a. 
Skid-tank invasion: What Pay? 


to watch out for 
page 95 












ARE BUILDING A-SOBBE 


A MCGRAW-HILL | Next Step: Ellis Island? .. . page 121 
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PRICE ONE DOLLAR 














This typical Brodie Bi Rotor per- 
formance proves why world-wide 
acceptance has grown through 
three decades of service. If you're 
planning a metering installation — 
callon Brodie experience—as near 


Here’s real, as your phone! 


low-cost maintenance 


...only $1.13 per year maintenance 
: , : 2 

on 10 Brodie BiRotor Meters...with | 

average thruput of 3/2 million 


gallons a month. (per meter) 


[RYWHERE ¢ BRODIE is linked with Progress. 
‘s another example from SOUTHERN CALIFORNIA 


RALPH N. BRODIE COMPANY 


San Leandro, California, U.S.A. 
H CABLE ADDRESS: “BRODICO” 
ere are actual cost-saving facts about the MT. VERNON, N.Y. 550 So. Columbus Ave. 


durability of Brodie BiRotor Meters—shown by the rec- DALLAS 7, TEXAS, 167 Parkhouse St. 

ords on Richfield’s Colton Bulk Plant in California: This SEATTLE 9, WASH., 221-9th Ave. N. 

plant was put into operation in March, 1956 with 10 CHICAGO OFFICE: 1227 Circle Ave., Forest Park, Ill. 
Brodie BMotor Meters and accessory equipment. Aver- LOS ANDERS 32, CAA. 0008 Shatin: Senet 

age thruput is 314 million gallons per month — gasolines, 


kerosene and diesel. Total expenditure for 3 years on 
maintenance for BiRotor Meters, Brodimatic Counters 
and Printers, and Strainers has been $33.92 —$1.13 per 


meter! Further proof you don’t have to “baby” Brodie 
BiRotor Meters — operate them at full rated capacity. 


REPRESENTATIVES WITH STOCKS AND SERVICE FACILITIES §N ALL PRINCIPAL CITIES 





There’s extra business 
in turning vacation drivers into 


Magic Circle drivers 


Those millions of vacationers on the roads today can do one of two 
things when they reach their vacation spots: 
They can forget their cars and just sit around “taking it easy” 
... wondering what to do. 
Or...they can use their cars for more fun—exploring the new 
Magic Circles that are all around them. 
They'll drive—and buy more gasoline—if you'll suggest to them 
places to visit, things to see and do. 

You'll be backed up in this by Ethyl’s Magic Circle campaign, 
in both national magazines and local newspapers—a continuing 
market-expansion program that’s another of Ethyl’s services to the 
Petroleum Industry. 


ETHYL CORPORATION 


NEW YORK 17, NEW YORK 
men ETHYL CORPORATION OF CANADA LIMITED, TORONTO 
ETHYL USA (EXPORT), NEW YORK 17, NEW YORK 
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NEW MAGNETIC CAP ON One eres 


That’s right! You don’t have to stand by 
idly holding this Nozzle. Just stick it in 
the fill pipe, squeeze the valve lever open 
and engage the hold-open latch. While 
it fills the tank you service the car, sell 
extras. When the tank is filled the Fil- 
O-Matic shuts off automatically. Saves 
time, labor, money. No overflows, no gas 
stains on car body to clean off, no angry 


customers. 


Ay) 
FULLY AUTOMATIC 
Stop working for your pump nozzle. Get the SH UT- '@) al | [© W4 "4 i 


Nozzle that works for you—OPW’S No. 1 Fil- 
O-Matic, the Fully Automatic Shut-Off Nozzle. permits Aol e im ce) give two-man 


Write on your letterhead for more information. . P 
T=) es let- me alia melal-maal- lek 
Use fill-up time for customer attention time / 


Now comes equipped with 


MAGNETIC CAP 
For Holding Gas Tank Fill Caps 








Gas tank cap stays right where you put 
it... right where it belongs . . on the 
nozzle . . . at the fill pipe. . . held 


securely in plain view while tank is filling. 
CORPORATION - WHAT A RELIEF! NO MORE GRIEF! 


VALVES © FITTINGS @ ASSEMBLIES , ° No more angry customers because of lost 
for handling hazardous liquids ay, 2 gas tank caps! 


2735 COLERAIN AVE. e CINCINNATI 25, OHIO e PHONE: Kirby 1-5400 ‘Write For FREE Bulletin F-45 
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General 
Marketing unity: Humpty Dumpty story? 
Jobber sellouts step up controlled gallonage trend 
What Ohio Oil-Aurora merger will mean 
How far will the skid-tank station invasion go? 
TGT’s Bay Petroleum: America’s next big major? 


Special Report (Part 11) 
How far will the skid-tank station invasion go? 


Merchandising 
New trading stamp catches on in the Midwest . 


Fuel Oil 


Here’s a driver incentive plan that really pays off . 
How to compare your product’s cost with gas 


Bulk Plants and Terminals 
What faster pumps can do to upgrade a bulk plant 


Management 
How the fabulous Shotmeyers are building an empire 


New Ideas in Stations 
Here’s a station with versatility—plus 


Tires-Batteries-Accessories 
Are your tire sales keeping pace with market growth? 


Equipment 
How to light your stations’ entrances to increase sales 


THE GREEN SECTION DEPARTMENTS 


Ahead of the News aie About Oil People 

Petroleum Indicators as Associations 

Supply and Demand ci Behind Our Headlines 
Bottom of the Barrel 
— but Significant 

etroit Newsletter 

OIL MARKETS AND PRICES le Case You Missed it 
Letters 

Market outlook . Meetings 

Refinery/terminal prices .......... Money-Making Ideas 

Crude oil prices ... Regions 

Tank wagon prices BE Rane What They're Saying 


This Month’s Cover Feature 


py “WME Rae _ 


GIANT JOBBERS like New Jersey's Shot- 
meyer brothers are few and far between. 
That’s why you'll be interested in the 
Shotmeyers’ fabulous success story—and 
their equally fabulous plans for the fu- 
ture. See page 121. 


Top of the Month 


BAY PETROLEUM is on the move in a 
big way—has been for three years. On 
page 82 you'll find the story behind Bay’s 
acquisition by Tennessee Gas Transmis- 
sion Corp., along with a line on Bay’s 
strategy in its quest for major-supplier 
Status. 


SKID-TANK STATIONS are mushrooming 
in the Mid-Continent. Will they hit your 
market? The answer begins on page 95, 
and on page 96 you'll see how a mer- 
chandising-minded private brander is 
making the most of the skid-tank’s po- 
tentialities. 


Fuel Oil Cost 


HEATING OIL COST is a vital factor in the 
competitive battle with natural gas. Do 
you know how to figure comparative 
costs—correctly? To make sure, read the 
step-by-step explanation on page 114. It 
could mean more sales for your company. 


NEXT MONTH: NPN’s oil industry cen- 
tennial issue, a special number that will 
be must reading for every oil marketer. 
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TAKE YOUR 
PROBLEMS TO THE EXPERTS... 


‘Your 
Mobil Specialists! 


YOU'RE MILES AHEAD WITH MOBIL! 


(To obtain more data on advertised products see page 142) 
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 . 


Today's road-building boom can work to your advan- 
tage. Especially if your station is in the right place at 
the right time. And that’s where your Mobil Specialist 
comes in. At your request, a trained specialist will be 
glad to help analyze the situation and make definite 
recommendations. Additional experts are available to 
assist you with ‘other tough problems, too. For in- 
stance, help you reduce loading time . . . help select 
the best manpower available . . . help institute man- 
agement procedures that make running a business 
easier—and more profitable. 

That’s why it’s good business to do business with 
Mobil. The expert advice you get from our staff of 
specialists . . . plus top-quality branded products add 
up to a real competitive advantage for you. 

Talk to your Mobil salesman today. He’s your 
direct line to the specialists. 


Tune in “TRACKDOWN” every week, CBS-TV, 
See your local paper for time and station. 
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Behind Our Headlines 





Travel Notes 


UR NPN STAFFERS are pretty much on the go 
throughout the year, covering meetings and gen- 
erally looking for information. 

Just to give you an idea. Eight men from NPN went 
out to Des Moines for National Oil Marketing Week 
(the NOJC and API meetings), starting with Erv De- 
Graff, publisher. There were four from the editorial 
staff: John Bethell, Brody (Neil Brodersen), Lew Brig- 
ham and I. Also Bill Parkin, sales manager; Leo Mur- 
ray, market information; and Ray Kelly, Midwest sales 
representative. 

Before that, Brody went out to Seattle for the Oil- 
Heat Institute national convention and spent several 
days looking around the Pacific Northwest. Frank 
Sturtevant went out to St. Louis for the Midwest TBA 
meeting. Brigham of Chicago scouted Kansas City to 
see whether everything was up to date in marketing. 
Marvin Reid completed one of his frequent trips from 
Houston to New Orleans. Mark Emond broke away 
from his desk long enough to cover the Connecticut 
Petroleum Assn. meeting in Hartford. 

Doris Wells vacationed in the Caribbean to relax 
after the Factbook grind. Before she left she managed 
to squeeze in a journey to Knoxville to moderate a 
panel discussion on merchandising for the Tennessee 
Oil Men’s Assn. 

We find the best way to keep informed is to keep 
on the move. 


Skid Tanks, Instalment No. 2 


Ls" MONTH’S ARTICLE on skid tanks proved almost 
as sensational as the skid tanks themselves. It’s the 
first full report on this novel marketing development. 

The story behind this feature is simple, but it shows 
how NPN keeps on top of significant events. Marvin 
Reid, our Southwest editor, has been reporting on skid 
tanks ever since the first one turned up in Texas. To 
get full information, he contacted skid-tank marketers, 
competitors, major-company men and manufacturers. 

The second instalment appears this month, starting 
on page 95. 


Ul 
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“When a meter handles 
millions each year, 


it must be accurate, 
says Sinclair in Baltimore 
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Some of the meters on the active racks at Sinclair’s 
busy Baltimore terminal are estimated to have billed 
$20,000,000 worth of gasoline each since installation. 
And that’s not unusual; many big terminals have 
meters that handle this much and more. 

A very small percent of error in these busy meters 
easily spoil the plant’s good operating record ...and 
give profits away. No wonder Sinclair's operations 
men say accuracy is the one most important factor 
in selecting meters. 

This terminal has eighteen Neptunes, five of which 
are big 650 gpm units. With 12-inch suction lines and 
a 1400-gpm pump, they get large transports rolling 
in 10 to 12 minutes, including check-in and check-out 


Rie, 


HEE WOOD 






in. 


with meter-printed tickets. 

“Our Neptunes are tested with 500-gallon provers, 
and seldom need any adjustment,” says Mr. Willard 
E. Harrison, Terminal Superintendent. “We like 
Neptune’s positive calibration adjuster. It doesn’t drift. 

“With such a heavy load on the meters day in and 
day out, Neptune’s Unit Replacement Plan has been 
a great time saver. We carry spare registers and 
chambers and do all our own field service because 
it is a simple matter to change them within minutes.” 

This fine experience with Neptune meters is a 
business pleasure you, too, can enjoy. Specify 
Neptune meters for all trucks and loading racks... 
for accuracy you can bank on. 


NEPTUNE METER COMPANY « 19 West 50th Street, New York 20, N.Y. 


(To obtain more data on advertised products see page 142) 








DAVE GARROWAY SAYS: 


COO) "Dorit miss your own 
<sSey Centennial story on 
the today show! 


Nec-tul! 


On the air now! A series of dramatic, 
on-the-spot reports telling the real story 
of oil and oil’s first century. 


SEE! Actual drilling of a “wildcat” well by the | Gungoll Brothers and their family and fellow 
Gungoll Brothers! workers . . .““wildcatters” who will take you along 


SEE! 9 distinguished Americans speak up for to northwest Oklahoma in their search for oil. 


you and your industry on oil’s 100th birthday! You'll share their dreams, their gambles and 


witness the actual drilling of their well, “Bi 
SEE! Oil’s great Centennial celebration in Dave #1.” 6 6 


Titusville, Pa.—birthplace of your industry! : 
On August 27th, you'll see oil’s great Centen- 


Week after week after week, all America is _ njal celebration, direct from Titusville, Pa.—the 
watching the true story of your industry, realis- birthplace of your industry. 
tically told by Dave Garroway and oilmen like See this exciting new series with your family 
younter. on June 25, July 2, 16, 30, August 13 and 27. 
The TODAY Show has already presented the _ Tell your neighbors and customers to see it, too! 
fabulous International Oil Exposition with oil- | See the TODAY Show from 7-9 a.m. on the above 
men from all over the world. Now you'll meet the — dates on your local NBC-TV station! 


All summer long, ‘ _ i i# om 
these 9 distinguished i “ 4 : 
Americans will wish . ; j Lt ie 
a happy 100th “ 


birthday to you and ts . Pp 2 ‘S 
your industry : s . e £ 
% ee ta F aX 


Gen. A. Gruenther Norman Rockwell Donald Douglas 





_ 


Harvey Firestone, Jr. Frank Pace Eric Johnston Gen. Mark Clark John J. McCloy 


¥ 
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About king-size tank car limitations . .. More 


on cool burner nozzles. . 


. Addition to a key 


Factbook listing . . . Truck stop profits 


To THE Epitor: 

The development of over-sized tank 
cars has recently attracted consider- 
able attention in the petroleum in- 
dustry (“What Jumbo Tank Cars Will 
Mean,” June, p141). 

It is my experience, however, that 
their usefulness is limited, since only 
the largest distributing points can re- 
ceive petroleum products in 20,000- 
gal. lots. Furthermore, the freight rates 
will have to be substantially reduced 
to make them attractive. 

We have made some experimental 
shipments, but up to the present time 
have not leased any of these cars. 

JOHN P. DENNIS 

Manager, 

Supply and Distribution Dept. 
Texaco, Inc. 

New York 


Clogged Nozzle Troubles 


> I showed this article, “How Cool 
Nozzles Cut Coking,” (NPN—Apr. 
p130) to our service department man- 
ager. 

At the present time, we apparently 
are not having a great deal of trouble 
of this type, at least as far as our 
service department is concerned. The 
service calls because of clogged noz- 
zles are at a minimum and not an im- 
portant problem. In the manager’s 
judgment he would not want to go 
ahead with the program you outline 
in the article until he had tried it, 
with a test group of our accounts. 
We could then determine whether the 
amount of trouble we have eliminated 
and the cost of this trouble offsets 
the cost of going ahead and doing 
this type of work on all our accounts, 
which of course, would be quite 
costly. 

We are going to investigate the 
matter further. 

FREDRIC P,. GRIFFIN 
Griffin Fuel Co. 
Seattle, Wash. 


Error of Omission 


®& The list of regional trade associ- 
ations appearing in the 1959 Fact- 
BOOK is way off base. The Pennsyl- 
vania Petroleum Assn. is nowhere 
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named. As it stands, the list is com- 


pletely worthless. 
JAMES E. STEVENS 
Executive Secretary, P. P. A. 


Harrisburg, Pa. | 


NPN regrets the omission, the re- | 
sult of an indefensible clerical error, | 


and apologizes to PPA. To set the 
record straight, this is how the listing 
should appear on page 213: 


Pennsylvania Petroleum Assn. 
6 N. Third St. 
Harrisburg, Pa. 
147 members election Sept. ‘59 
Pres: Joseph W. Butler, Butler Oil 
Corp., 58th & Schuylkill River, Phila- 
delphia 


Exec. Secty: James E. Stevens 


On the Record 
> Thank you for . . . the article 


“Should the Depletion Allowance Be 


Cut?” (NPN—May, p87). 


I enjoyed reading it very much and | 


am always eager to expand my knowl- 
edge in this important field. 
I considered the .article of sufficient 


significance to enter in the Congres- | 


sional Record. 1 believe that all mem- 
bers of Congress should be as fully 
informed as possible on this subject. 


WILLIAM PROXMiIRE (D., Wis.) | 


U. S. Senate 
Washington, D.C. 


> The information in the article is 
of much interest .. . 

JOHN J. WILLIAMS (R., Del.) 

U. S. Senate 

Washington, D.C. 


Both Sens. Proxmire and Williams advo- | 


cate a reduction in the depletion allow- 
ance rate. 


> The selection of Jack Coughlin as 
representing the anti-depletion view 


of the oil operator is extremely un- | 


fortunate. As he himself points out, 
Westland Oil “in time must have at 
least some of its own production.” 
Taking Coughlin at his word, West- 
land now has no major crude oil 
production of its own. Obviously, 
then, it has no great stake in percent- 
age depletion. Consequently Coughlin 
is not at all reluctant to take away 
from others something he does not 
need but others do. 

A second major point is his willing- 


Superior quality forged body-* 
—precision machined 
Uniform wall thickness i = 
—Nno weak spots —s 3 
Extra heavy reinforcing rim é . 
larger diameter cam ears t 
for longer service life 


hondles 
—greoter 
economy 


Uniform heavy 
wall thickness 
—no weak spots \\ 
Superior quality forged body rT 
—precision machined 
—accurote tolerances 


Recess retains gasket 
in coupler and assures 
proper placement 


your best buy is 


EVER-TITE 
-the best quality 


quick couplings 


Bronze 
Aluminum 
Stainless 
Carbon 
Malleable 
Hastelloy 


You save time and 
money when you use 
EVER-TITE 
COUPLINGS, because 
you get speedy 
deliveries—no leaks. 
The tightness is 

F predetermined in 

manufacture so you 

EVER-TITE can be sure with 
Adopter EVER-TITE. 


and : The EVER-TITE 
Coupler & trademark is a 
hallmark of 
dependability. 
EVER-TITES do the 
best job in the trans- 
fer of every type of 
product through 
hose or pipe. 
Get EVER-TITE and 
get the best. Ask your 
distributor now. 
EVER-TITE COUPLING CO. INC. 
254 West 54th Street 
New York 19, N. Y. 


EVER.-TITE 
Standard 
Adopter ond Coupler 


EVER-TITE 
Shank 
Hose 

Coupling 


Dust Cap 
EVER-TITE Dust Protectors 
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Letters 


ness to put the label “a good thing” 
on Sen. Proxmire’s proposed amend- 
ment. Since Westland’s gross income 
from producing would be zero by 
his own admission, the Proxmire 
amendment would not affect its net 
income at all; nor would it affect it 
until Westland had found enough oil 
to produce $1-million of gross income 
per year. Obviously, then, Coughlin 
is giving away nothing belonging to 
his company now nor for a long time 
to come, 

A critical point is why Coughlin 
and Westland would not favor a 
straight across-the-board reduction in 
depletion rates. Perhaps part of the 
answer is that the Proxmire amend- 
ment will favor only Westland while 
it is developing a million dollars or 
more of gross income from produc- 
tion. 

Undoubtedly Westland, as Cough- 
lin points out, will produce, and 
‘profitably, if the depletion provision 
is reduced. However, Westland won't 
do it without an eventual and pro- 
hibitive increase in prices which the 
consumer must bear. 

It would have made _ interesting 
reading had Coughlin supplied the 
actual amount of money Westland 
spent last year searching for oil... . 
Coughlin is either relying upon others 
to find the oil or else he is content 
to merely use up existing oil. Perhaps 
his view would drastically change if 
his company had to find its own oil, 
spending $3 in the search for oil for 
every $1 of depletion granted as an 
income deduction as do the larger 
crude oil producers. .. . 


Mr. Coughlin, it appears, might 
well be running for office and has 
chosen as a whipping boy an item 
which in its loss will not hurt his 
pocketbook at all. 

R. A. HUNTER 
Administrative Vice President 
Gulf Oil Corp. 
Pittsburgh, Pa. 


Coughlin, a prominent marketer in his 
area, was selected as a marketer with an 
interest in production. His opponent, Sam 
Elliott, now exploration and production 
vice president, was formerly Sohio’s 
marketing vice president. 


Helping Jobbers 


> If there is still any question in the 
minds of jobbers about their future in 
oil marketing I should think it would 
be dispelled to a great extent by “What 
Suppliers Are Doing to Get Jobbers” 
(May p97)... 

One thing that isn’t mentioned is 
that we are finding a tremendous 
interest on the part of our jobbers, as 
well as competitive jobbers, in our 
truck stop program. It has been help- 
ful to many of our jobbers in offsetting 
the loss of unprofitable commercial 
business as well as retail business lost 
in some cases to chain station 
operators. 

I would like to correct the impres- 
sion that might have been gained from 
the comment that we are now hunting 
for jobbers in northern Illinois, Indi- 
ana, and southern Wisconsin. Actually 
we are very much interested in new 


jobber business in any part of our 24- 

state marketing area where it will fit 

in with our present distribution and 
plans for the future. 

W. P. MARQUAM 

Manager, Trade Relations 

Pure Oil Co. 

Chicago, Ill. 


For more information on Pure’s truck 
stop program, see page 22. 


> Your series of articles on the U.S. 
Jobber (NPN—May ’59, p. 95) was 
very interesting and complete. I 
would like, however, to point out that 
the section on page 98 devoted to 
Amoco’s activities may give your 
readers an erroneous impression. 

To set the record straight, Amoco 
does actively and consistently solicit 
jobbers in any part of our marketing 
territory where we do not have rep- 
resentation. As the article states, we 
are looking for more jobbers in 
Arkansas and Kentucky, where we 
believe we can offer fine opportunities 
to good men. 

Our efforts, however, are not con- 
fined to those states. We are always 
interested in doing business with good 
men who will handle Amoco products 
anywhere in 25 eastern and southern 
states where we are not already well 
represented. 

T. A. ALDRIDGE 
Vice President 
American Oil Co. 
New York 





Light Duty Sewice 


OPW LOADING ASSEMBLIES 


FOR LOADING AND UNLOADING BULK LIQUIDS 


YOU CAN NOW AFFORD TO DISCARD YOUR MAKE 
SHIFT LOADING DEVICES. INSTALL ONE OF THESE 


LONG-LIVED, 
BLIES 


TOP QUALITY, COMPLETE 
DESIGNED TO KEEP LOADING COSTS 


DOWN, DELIVERIES HIGH 


ASSEM 


No. 720 
Counter-Balanced unit 
for easy fast service in 
general installations. 


|PRICED AS LOW AS| 


Nos. 720 and 721, high quality Loading Assemblies 


for small bulk plant operations having gravity flow 
or pressure up to 30 psion z 


on3 size 


OPWcORPORATION 


2723 Colerain Ave., Cincinnati 25, 0. » Phone Kirby 1-5400 


) 


size, and up to 25 psi 


VALVES ¢ FITTINGS « ASSEMBLIES FOR HANDLING HAZARDOUS LIQUIDS 


sgp35 


10 (To obtain more data on advertised products see page 142) 


For bulk plants where 
arm is supported in 
hanger when not in 
use, 
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UNRESTRICTED FLOW 


PHILADELPHIA 


mean 
fast 
deliveries 





S , ; ; 

ave time at the delivery point, 
and you save money.” That is the con- 
sensus of tank truck operators every- 
where, and it is one of the many ad- 
vantages of Philadelphia Hose Reels. 





Aligning Ball Bearing 





SECTION THROUGH REEL 











Unrestricted passageway is clearly 
shown on the sectional view of the 
spindle and seal. Note the long radius 
curvature of the elbow, free from re- 
striction. A self-tightening Neoprene 
seal is used. It is tight at high or low 
pressures and will run for many years 
without any signs of wear or leakage. 
Note that the ball bearings for the 
spindle are outside the passageway 
and not in contact with the fluid. 
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The actual fact is this: when a re- 
stricted flow reel is replaced with a 
Philadelphia Hose Reel, the resulting 
full flow means faster delivery—without 
changing either the pump or the hose. 


Philadelphia Reels are light in weight 
and are built like a fine automobile. 
All parts are made of steel, malleable 
iron or bronze (no cast iron is used). 


All shafts and bearings are equipped 
with ball bearings with hardened and 
ground races. Seven ball bearings are 
used on each reel. This means the reel 


HOSE REELS 


will last many times longer than one 
equipped with plain bearings. 


Prices No Higher. Quantity produc- 
tion of standard parts, plus many 
years of experience, enables us to 
build these high-grade reels at prices 
competitive with and in many cases 
lower than other makes. Philadelphia 
Hose Reels are made in all sizes from 
1” to 3” with hand or power drives— 
electric, air or hydraulic. Under- 
writers’ approved explosionproof 
motors when required (any voltage). 


Send for Bulletin No. 171. 


PHILADELPHIA VALVE COMPANY 


2497 Si 


ONTARIO STREET, 


PHILADELPHIA 33, PA. 


Manufacturers of Reels & Valves Since 1922 
Pacific Coast Distributors: 
Oil Marketing Equipment Co., 325 Fremont Street, San Francisco 5, California 
Howard Supply Co., 5125 Santa Fe Avenue, Los Angeles 11, California 


New England Distrib North Petrol 





Service & Supply, inc., 37 Brockley Road, Jamaica Plain 30, Mass. 


(To obtain more data on advertised products see page 142) 11 





4 
sT. 


FFICIENT SERVICE 
ATION ARRANGE. 


MENT combined 
with a modern 
National System 
assures customers * 
of fast and pleas- 


ing 


4\ 
A 


CASH B. HAWLEY, PRESIDENT 
of the National Congress of 
Petroleum Retailers, enthu- 
siastically recommends the 
National Incentive Plan for 
all Service Station operators. 


pays for itself every 14 months!” 


“We are delighted with the profit- 
making features of the National 
Incentive Plan,” writes Robert I. 
Hawley, of Hawley’s Standard Serv- 
ice Station. “It is a most practical 
compensation plan, and causes each 
man to look upon our business as 
though it were his own. 

“Sales volume definitely increased 
because employes now put forth ex- 
tra effort on slow days. There is a 
separate drawer for each attendant 
which makes him personally respon- 
sible for all money and records he 
handles. 

“The National Incentive Plan is 


service. 


ROBERT 1. HAWLEY, CO-OWNER AND MANAGER of Hawley’s 
Standard Service Station, 19111 Grand River, Detroit, Michigan. 


“Our C@alional Incentive Plan 
saves us °2,000 a year... 


worth at least $2000 a year to us, re- 
paying the cost of the National Sys- 
tem every 14 months. Since it has 
worked out so profitably for-us, we 
recommend the National Incentive 
Plan for Service Station operators 
everywhere.” 


ZF LL 
Ha 


OQub OK, 
wd 


Co-owners of Hawley’s Service Station 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, ohio 


1039 OFFICES IN 121 COUNTRIES ¢ 75 YEARS OF HELPING BUSINESS SAVE MONEY 


12 (To obtain more data on advertised products see page 142) 


—Hawley’s Service Station 
Detroit, Michigan 


Your service station, too, can benefit 
from the time- and money-saving fea- 
tures of a National System. Nationals 
pay for themselves 

quickly through sav- 

ings, then continue to 

return a regular year- 

ly profit. National’s 

world-wide service or- 

ganization will protect 

this profit. 


*TRADE MARK REG. U.S. PAT. OFF. 
Oalional’ 
CASH REGISTERS * ADDING MACHINES 


ACCOUNTING MACHINES 
wcr Paper (No Carson Reauinen) 
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Money-Making Ideas 


YOU CAN rekindle customer inter- 
est in trading-stamp premiums by 
displaying one or two at your stations. 
The idea is being tried out by several 
New Jersey dealers handling Triple-S 
stamps. 

$ 


A DEALER LACKING the man- 
power to wash cars puts his extra bay 
to good use this way: For half a 
buck, his customers can wash their 
own cars, using his facilities and his 


soap. 
$ 


TO SHOW customers the service in- 
cluded in his safety-service lubrica- 
tion work, a Wilkes-Barre, Pa., dealer 
fixes up his own car as a demonstra- 
tor. He attaches signs to the proper 
components, under the hood and 
elsewhere. Signs identify the work 
performed. 
$ 


WHEN a mobile chest X-ray lab 
wanted to visit Allentown, Pa., dealer 
Tony Scotta permitted the unit to 
park at his station (he fed it electric- 
ity from his battery charger outlet). 
The lab brought a number of new 
customers to his station; some have 
become regulars. 
$ 


OFFERING FREE water to circus 
animals paid off for a Norfolk, Va., 
dealer. The offer was made to a 
carnival across the street. It got the 
dealer acquainted with the carnival 
Operators, who let him service all 
their vehicles. 
$ 


A DEALER got a lot of his old high 
school classmates to patronize his 
station by building a promotion 
around an old graduation picture. 
He put up an enlargement of his 
1933 graduating class and _ invited 
classmates to identify themselves. If 
they were there, they got a free lube 


job. 
$ 

HERE ARE two station displays 
used for pushing TBA sales. A gal- 
lows with a worn-out tire dangling 
in a noose. Sign says, “This Killer 
Was Caught Too Late. Catch Yours 
Before He Strikes.” An old buck- 
board filled with discarded batteries 
behind bars. Sign says, “Wanted: Bad 
Batteries. Is Yours on the Wanted 
List?” 
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Sales Booster a la Lilliput 


MAKING THE ROUNDS of major indoor expositions in the northern Rockies 
and Pacific Northwest is this Carter Oil Co. scale model service station. Visitors 
are given registration tickets that can be deposited at Carter stations for prize 
drawing. Carter dealers say the display brings increased gasoline sales during 


the exhibition periods. 


$ 


WHEN A FLORIDA dealer changed 
station locations, he let his fellow 
Shriners know about his switch by 
taking a full-page ad in the bulletin 
published by the local Shrine Temple. 


$ 


AN OLD ENGINE block, with the 
cooling system cut away, can be an 
effective sales tool to push radiator 
flushes or cleaners. The old engine 
will show the build-up of rust and 
corrosion that can cause valve failure 
and overheating. 


$ 


LITTLE LEAGUE fans show their 
appreciation to boosters. A dealer 
increased his regular daily gallonage 
from 1,100 to 1,700 gal. with a one- 
day fund-raising promotion—“Gas 
Up for Little League Baseball.” The 
dealer and his employes donated their 
time; all profits (about $300) went to 
the Little League uniform fund. That 
day he sold three times the gasoline 
and TBA and did twice the oil and 
lube business he ordinarily does. And 
many of his customers kept coming 
back. 





HAVE TOMORROW'S STATION TODAY WITH 


“GASILE”’ 


(T.M. REG. & PAT. NO. 2,767.626) 


STEEL FORMS 


WRITE FOR INFORMATION OR PRICES 
ww. B. GOODE COMPANY, INC. 


PHONE ELGIN 9-4470 °* 


2915 WEST LEIGH STREET ° 


RICHMOND 21, VIRGINIA 
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CHOOSE REDA PUMPS | 
FOR YOUR AIRCRAFT” 
REFUELING SYSTEMS! 


nc’ ha 

VISCOUNT refuels at Tulsa Municipal 
Airport using Reda Jet-Fuel Submer- 
gible Pumps. 


REDA Jet-Fuel Submergible Pumps 
Give These Important Advantages: 


e Underground Installation — no 
surface structures. 


No Explosion Hazards — U/L 
approved models. 


No Stuffing Boxes To Leak — 
motor & pump in one unit. 


High Volume at Required Oper- 
ating Heads — Models from 
1 to 150 HP — capacities 
to over 1000 GPM. 


For single or double hydrant 
systems, tank truck and test 
stand refueling systems. 


Illustrated is a typical Under- 
ground Storage and Hydrant 
Refueling System with Reda 
Jet-Fuel Submergible Pumps, 
used by Continental Air 
Lines. This system uses two 
storage tanks and two Reda 
pumps feeding into a filter 
and hydrant refueling sys- 
tem. It has proved to be 
less expensive in both instal- 
lation and maintenance than 
a conventional tender system 
would have been. 














Contact Reda Today For Submergible Pumps 
Especially Designed To Meet The Exacting Re- 
quirements Of Aircraft Refueling Systems. 


_@&% REDA PUMP 
(REDA) COMPANY 


BARTLESVILLE, OKLAHOMA 
Wortd’s : of bie Pumps 
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What They’re Saying 


They belong with NOJC, 
argues Dan Lundberg* 
of CPMC. Here's why 


“This report is a background picture 
of consignee-jobber relationships in 
California. It argues that . . . bulk 
consignees be permitted to join in a 
national association activity. 

You will find that the circum- 
stances which trouble you jobbers also 
trouble consignees. 

You will perhaps find that the 
abuses troubling consignees are abuses 
you may one day face—as jobbers. 

. . . California’s petroleum market- 
ing scene . provides proof that 
jobbers and consignees can compete 
with one another without any apparent 
problems arising out of their mere co- 
existence in the marketplace. 

This report emphasizes this: that 
arrangements between suppliers and 
distributors, in and of themselves, do 
not create antipathies between those 
who are on the buy-and-sell basis and 
those who market ‘indirectly’ for their 
suppliers. 

Categorically, no wholesale issue 
has ever confronted the CPMC, to 
which both groups supply members in 
our state, which could be said to have 
come out of a conflict between the 
two groups. 

[Problems between jobbers and con- 
signees] do not . . . arise out of their 
competing with one another from the 
bases of differing contractual positions. 
Rather, there is mutuality in every 
direction. 

They express a common disappoint- 
ment in: the weight of taxes, the 
unavailability of expansion money, in- 
roads upon their territories by sup- 
pliers who ‘bypass’ and create ‘direct 
marketing’ competition. 

Each type of distributor voices the 
complaint that increasing suppliers’ 
costs over the years have many times 
increased tankwagon prices, while 
both ‘commission’ and ‘margin’ have 
shown a distressing failure, percent- 
agewise, to keep pace with increased 
distributors’ costs. 

Each group feels the growing diffi- 
*Highlights of a report by Dan Lundberg, 
public relations counsel and former ex- 
ecutive secretary of the California Petrol- 
eum Marketers Council, given at the Na- 


tional Oil Jobbers Council meeting in Des 
Moines. 


“Where Do Consignees Fit In? 


Lundberg: ‘... gently knocking...’ 


culties in the way of retaining inde- 
pendence from its suppliers. 

. . . The consignee longs for recog- 
nition, and longs to make a contri- 
bution to the community of interests. 

He also longs to be treated fairly. 

. He has placed his faith in 
corporate enterprise. 

He has contracted to win his securi- 
ty in return for his enterprise—and 
he contracts at something short of 
arm’s length, which makes things more 
personal. 

As a result, any betrayals of his 
spirit of enterprise, when masqueraded 
as having something to do with ‘prog- 
ress,’ are likely to bring out reactions 
more extreme than are those of less- 
captive jobbers. 

So much for the fears of some 
jobbers that consignees are ‘Milque- 
toast.’ 

. . . The likelihood of disaffections 
creeping into jobber organizations as 
a result of ‘consignee recognition’ is 
quite remote. In the case of Califor- 
nia, there was so little to differentiate 
between jobber and consignee trade 
objectives that the division of jobbers 
and consignees had to be created as a 
convenience to permit the state’s job- 
bers to affiliate with the NOJC. 

Consignees are gently knocking at 
the door. They hope that it will be- 
come known that they equate their 
own aspirations of being independent 
economically, just as buy-and-sell dis- 
tributors equate their ownership, in 
terms of an identical dream of se- 
curity. 

... They offer the NOJC willing- 
ness to fit into some constructive role 
—either as equal members, sub-divi- 
sion members; or . . . to be invited 
to form a national organization.” 
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About too many experts 
... admitting mistakes 
... oil heat promotion 


(¢ Today when something goes 
wrong on the sales graph and we 
want to call a meeting of all the ex- 
perts who might advise us on a cure, 
we have to hire the Madison Square 
Garden to get them all under one 
roof. . . . I am not questioning the 
value of the experts. What I do find 
wrong with the picture is the diffu- 
sion of responsibility.” P. B. Wishart, 
president, Minneapolis - Honeywell 
Regulator Co. 


(CWhen you make a mistake—or a 
‘duster-—in building a station, you 
and the manager should admit the 
mistake and get rid of the station.” 
Willard W. Wright, marketing vice 
president, Sun Oil Co. 


COil heat of the future will be sold 
and promoted as vigorously as the 
other products, both through the com- 
pany and industry channels.” C. W. 
Blickensderfer, manager, fuel oil sales, 
Sinclair Refining Corp. 


6¢ The prospects for the domestic 
petroleum industry could be changed 
drastically by unwise actions by state 
regulatory agencies, the federal gov- 
ernment or the industry itself on such 
matters as conservation, percentage 
depletion, and import policy. It has 
taken a long time to build the present 
vigor of the domestic petroleum in- 
dustry, and such vigor, once impaired, 
cannot quickly be restored.” Morgan 
J. Davis, president, Humble Oil & 
Refining Co. 


(¢ Don’t be greedy. Make sure each 
heating oil account is burning the 
least amount of oil. This will keep 
your customers sold on your service.” 
Walter Blake, general sales manager, 
heating div., Stewart-Warner Corp. 


(¢ The people engaged in marketing 
have been moved right into the center 
of the economic stage. . . . There is a 
tendency to think of producing steel, 
digging coal, growing wheat or manu- 
facturing automobiles as basic, and 
to think of the marketing of these 
things as much more superficial. Any 
such idea is thoroughly obsolete. Suc- 
cessful marketing is a key ingredient 
of a successful economy of abundance. 
And in the years immediately ahead, 
marketing is destined to play an even 
more decisive role in determining our 
economic success.” Dexter Keezer, 
vice president and director of econ- 
omics, McGraw-Hill Publishing Co. 
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... the safety that drivers get when 
your dealers put Raybestos lined 
brake shoes on their cars. You see, 
not all bonded brake shoes are as safe 
as Raybestos. They are the result of 
the finest materials, most advanced 
manufacturing methods, and cease- 
less testing in the laboratory, on the 
proving ground, and on the highway. 

r. Motorist appreciates long wear- 
ing brake linings that give him safe, 
smooth, silent stops every time. He 
can be counted on to return time 
and again to the dealer who supplies 
him with quality products he expects. 


But performance is not the only 
reason why Raybestos means highly 
profitable brake service. Here are 
three more reasons: 


¢ National advertising 


Motoring America is being pre-sold 
on Raybestos by a powerful cam- 
paign on NBC’s “Monitor” and in 
national magazines. 


¢ Proven merchandising plan 
The Raybestos 7-Point Brake Check 


is the one plan that motivates 
drivers to have their brakes in- 
spected. And your dealers get paid for 
every car they check. 


¢ Sound training program 


Raybestos factory brake service 
schools and local clinics (featuring 
up-to-the-minute films) train me- 
chanics to do the kind of brake work 
that assures maximum safety. 


If you would like to discuss the possibilities of Raybestos in your service station 
plans, just write to us. We will be delighted to meet with you at your convenience. 


AMERICA’S BIGGEST 


SELLING FRICTION MATERIAL 


Rubber « Mechanical Packings « Asbestos Textiles « Engineered Plastics « Sintered Metal Products « Rubber Cov- 


RAYBESTOS DIVISION of Raybestos-Manhattan, Inc., BRIDGEPORT, CONN. 
Ry RAYBESTOS-MANHATTAN, INC., Brake Linings ¢ Brake Blocks « Brake Fluid « Clutch Facings © Industrial 


ered Equipment « Laundry Pads and Covers » Abrasive and Diamond Wheels « Industrial Adhesives « Bowling Balls 
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“AFFRON 


During 5 years of severe service— 


“Our MACK has 


‘“‘Five years ago, we assigned our first Mack tanker 
to our most difficult route; over Storm King Moun- 
tain to the U. S. Military Academy at West Point. 
Not only has the Mack turned up on time, every 
time, but over-all operating costs have been con- 
sistently low—and still are,’ says President Jerome 
S. Affron of Affron Fuel Oil, Inc., in upstate 
New York. 

“That’s why, when Mack introduced its ‘‘N”’ 
model COE, with its excellent maneuverability, 
visibility and driving ease, we were glad to wel- 
come another Mack to our fleet.” 


never failed us” 


It’s worth repeating: You get more work out of 
Macks because more work goes into Macks. Ask 
any Mack user. Your Mack branch or distributor 
will gladly furnish names. Ask them today. Mack 
Trucks, Inc., Plainfield, N. J. In Canada: Mack 
Trucks of Canada, Ltd. 


MAC K 


PQrgrsT RARE FOR 


TRUCKS 
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The Southwest 


Bay Petroleum sounds 
out jobbers in 
the Carolinas 


ASK ANY  upper-South Carolina 
jobber what’s going on and chances 
are he'll start talking about Bay Pe- 
troleum Co. The reason is there’s a 
rumor Bay has 
bought seven 
acres in Spartan- 
burg, S.C., for a 
bulk plant on the 
Plantation Pipe 
Line. 
(For more on 
Bay’s expansion 
plans, see page 
82). 
‘ A Bay spokes- 
By B. E. Barnes = man _ says _ his 
company is defi- 
nitely interested in the Carolinas but 
negotiations for a bulk-plant site are 
still in the dickering stage. 
Bay has put out feelers to several 
top-notch South Carolina jobbers. 


>A new unbranded operation is get- 
ting under the skin of jobbers in 
Greenville, S. C. Consolidated Oil Co., 
formerly just a heating oil company, 
has set up gasoline pumps on a road 
beside its plant. 

Price was 22.9¢ gal. on opening 
weekend. “Normal” Greenville price 
is 29.9¢. Jobbers expect Consoli- 
dated’s price to be raised a cent or 
two later on, but it'll still hurt. 

Hardest hit by the operation are 
Esso and Crown stations, both within 
200 yards of the unbranded pumps. 

To make jobber tempers even 
shorter in Greenville, the unbranded 
product is coming from a Charleston, 
S. C., oilman. He sells major-brand 
gasoline in Charleston and both ma- 
jor- and private-brand products in 
Greenville: 

As one Greenville jobber put it, 
“He’s playing both sides of the 
street.” 

(For more on unbranded woes in 
the Carolinas, (see page 32.) 


>For the first time in four years, 
major-company stations in Augusta, 
Ga., are getting a good shot at an 
estimated 100,000 gal. of gasoline 
bought every month by servicemen at 
nearby Camp Gordon. 

Usually the Post Exchange sells 
1¢ gal. below independents and 3¢ 
below majors. Sometimes independ- 
ents neat Camp Gordon cut to meet 
the PX price. This triggers price cuts 


Corn’s Cover-All Canopy 


- Amoco jobber James Corn, Jr., is building this modern station in Cleveland, 


Tenn. Cost: $40,000-$50,000. Its 80x80-ft. canopy spans the station, 


eight pumps and driveway. 


The station is 50x22 ft., has three bays, will 


be glass-enclosed all around. It’s going up where a 21-acre shopping center 
will be started later this year. Corn operates in two counties, owns or 


leases 25 stations. 


that spread as far as Augusta, 11 
miles away. 

In mid-May, PX price suddenly 
soared to 27.9¢ gal—2¢ above the 
majors! The reason is not altogether 
clear. Some jobbers say political 
pressure must have been applied. 

Augusta oilmen feel certain the 
PX price will drop to the major- 
brand level, at least. But they think 
it won't fall below the independents’ 
23.9¢ for some time. 


>If you were in North Carolina this 
spring and wondered about those 
tank trucks with signs boosting candi- 
dates for public office, here’s the ex- 
planation. A lot of North Carolina 
jobbers are politicians running for 
election. 

The campaigns have paid off, too. 
Six oil distributors have been elected 
majors of North Carolina towns. 
They are: Titus Williamson, Amoco, 
Whiteville; E. B. Tindal, Jr., Pure, 
Apex; Jesse H. Washburn, Gulf, High 
Point; Howard Hasty, Crown, Max- 
ton; W. N. Schultz, Amoco, Madison; 
J. Ed Strickland, Mobil, Warsaw; 
E. R. Burt, Jr., Pure, Biscoe. 


> Bill Alexander, former owner of the 
Jackson 66 Co., Phillips jobbership 
in Jackson, Miss., has sold his 22- 
station business to Phillips. 

Jim Chisholm, district manager, 
says Phillips will operate the jobber- 
ship only temporarily, until the right 
jobber can be found. Then it'll be 
operated as a jobbership again. 
Lion Oil Co., El Dorado, Ark., is 
converting key commission agencies 
into jobberships. 
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Since the first of the year there 
have been 11 conversions in Ten- 
nessee, 10 in Mississippi and one in 
Alabama. All but one of these went 
from agent to jobber. 

The one exception involved a 
change of faces. Ross Dodds, former 
Lion agent in Jackson, Miss., became 
a Texaco consignee. Lion Oil took on 
Lee Walker and W. P. Bridges, Jr., 
now doing business in Jackson as 
Bridges and Walker Lion Distribu- 
tors, Inc. 

Walker and Bridges took over 10 
stations, a 56,000-gal. bulk plant, six 
consumer gasoline accounts, and 16 
fuel-oil accounts. They started May 1. 

This operation did 1.5-million gal. 
last year in three counties in and 
around Jackson. Walker says the part- 
ners have expansion plans—15 new 
stations in the next two years. 


>Some heating oil jobbers in Roan- 
woke, Va., offered the school board a 
fixed price for 10 years. But they 
didn’t encourage the school board to 
accept the offer, pointing out that 
the price probably would be higher 
than it would be if the oil were pur- 
chased through year-to-year con- 
tracts. 

Their purpose was to try to con- 
vince the school board that heating 
oil at a fixed rate would be cheaper 
than electric heat, which the school 
board has been considering. 

The 10-year fixed-price quotation 
was 16.6¢ gal. for trailer-load deliv- 
eries. The quotation was a projection 
based on heating oil figures of the 
past 10 years high, 16.06¢ per gal; 
low, 13.2c and average, 14.9c. 
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SENTINEL BATTERY SEPARATORS _ 


Ordinary separators have 
embossed ribs. U. S. Sentinel 
Separators have extruded 
ribs, which are integral parts 
of the separator. This is a 
patented feature. 


Here’s why Sentinel Separators cut down on adjustments: 


@ Premature failures of Sentinel* Separators are unknown. They therefore prolong the life 
of plates. 

@ U.S. Sentinel’s ribs are an inseparable part of the separator. 

@ The flat back slows down the sulphation that occurs under self discharge at high tem- 
peratures. 

SENTINEL SEPARATORS ARE ENGINEERED FOR THE LIFE OF THE BATTERY 

The additional months of battery life made possible by U.S. Sentinel Separators far more 
than offset their slightly higher cost. *Patented 


Mechanical Goods Division 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. In Canada: Dominion Rubber Company, Ltd. 
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The West 


Shrinking margins 
cause demonstrations 


by dealers 


DEALER REVOLT is spreading in 
the Northwest. Station operators are 
having price troubles and say they 
can’t stay in business with present 
margins, often as low as 3.5¢ gal. 

In Tacoma, Wash., an estimated 
90% of Tacoma service stations were 
closed June 12 in protest against 
Shell’s “closing out” a dealer and re- 
placing him with a company employe. 

The dealer was one of 17 Shell 
operators who had earlier cancelled 
their contracts because of Shell’s 
“refusal to negotiate” with them as 
a group. 

The Shell dealers stayed closed 
several days, displaying signs saying, 
“Closed in Protest.” 

The Tacoma operators followed up 
their shutdown with a trip to Seattle 
to enlist the support of other dealers. 
The two groups came out jointly with 
a proposal for percentage margins. 

The Seattle dealers were having 
trouble of their own. They had 
threatened temporary shutdown be- 
cause the major oil companies re- 
fused to negotiate with the Washing- 
ton Gas Dealers’ Assn. on wholesale 
prices. 

More than 100 dealers had asked 
Gov. Albert D. Rosellini to inter- 
vene. The governor tried to arrange 
a meeting between dealers and sup- 
pliers, but the majors refused to 
attend. They said anti-trust laws for- 
bid such price talks. 

The dealers contend the system of 
rebates and discounts under which 
stations get oil at various prices is 
responsible for recurring price wars. 

In another kind of protest, Union 
Oil consignment operators at Tacoma 
raised prices 4¢ gal. without company 
approval. 

Richfield dealers in Tacoma secured 
a promise from district officials to 
take their protests to headquarters. 

Shutdown strikes were staged dur- 
ing May in seven Oregon towns and 


which teachers visit businesses and 
business leaders visit the schools, in 
alternate years. 

Previously, the oil industry’s part 
was limited to tours of its terminal 
and distribution facilities. But when 
Pendergast was named 1959 chair- 
man, he was determined the oil in- 
dustry should participate more vigor- 
ously. 

As a result, buses took the teachers 
from Seattle to Anacortes about 70 
miles north. There the teachers saw 
Texaco and Shell refineries, dined and 
joined in a question-answer session. 


> The Los Angeles district market- 
ing department of Tidewater Oil Co. 
has moved to a new building at 1644 


Regions 


Wilshire Blvd. About 100 employes 
were involved in the move from the 
department 


Pacific Electric Bldg., 
headquarters since 1923. 


Oil Fuel Dealers’ Credit Assn. of 
Seattle, Wash., has come up with a 
credit manual for its members and 
in the Pacific North- 


other dealers 
west market. 


Prepared by the credit managers 
committee of the credit group, the 
information 
about good credit practices. It dis- 
cusses procedures for opening an ac- 
count, for getting credit information, 
for accepting or rejecting the account, 
together with sample form letters that 


manual contains full 


can be used in either case. 


The manual advises on credit con- 





You expect dependable 
valves fro 


im 


Check Valve. 


Fu 


Threaded or 


Dr 


m TOKHEIM 


EVERY VALVE DOUBLE-TESTED! 





Whenever a Tokheim valve 
is shipped, you can be swre 
it will function perfectly — 
keep your product flowing 
quickly, smoothly. Tokheim 
gives you this assurance, 
first, by sound design; then, 
by precise construction from 
fine non-corrosive materials. 
All working parts are cad- 
mium-plated. Finally, every 
valve is twice-tested against 
leakage before it leaves 
the factory. 


Whether you buy for sub- 
merged pumping systems, 
or conventional suction 
pumps, you can depend on 
getting extra value in every 
Tokheim valve. Ask your 
dealer for the Tokheim full- 
line valve bulletin. 


pact Safety 
sible Link. 


esser end, 


1%” or 2”. 


Model 1091 
Vertical Check 
Valve, with 
poppet built 
into cover. 144” 


Model 1092 
Angle Check 
Valve, with 
double poppet. 
In 1%" and 2” 


Model 1095 Hori- 
zontal Check 
Valve, removable 
poppet assembly. 
In 1%” or 2” sizes. 


or 2° sizes. sizes. 


among 50 of 80 Chevron operators, 
in Portland (NPN—June p72). 


>-+Community relations received a 
boost in Seattle recently when J. E. 
Pendergast, Shell’s division manager, 
arranged to send 100 Seattle school 
teachers on a tour of Shell and 
Texaco refineries. 

The tour was part of Seattle’s an- 
nual business-education day, on 


General Products Division 
TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1901 
1650 WABASH AVENUE FORT WAYNE, INDIANA 





Subsidiaries: Tokheim International, A. G., Lucerne, Switzerland; 
GenPro Inc., Shelbyville, indiana; Tokheim of Canada, Ltd., Toronto, Ontario 
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trols, collection procedures, collection 
methods and form letters that can be 
used for credit notices. 


> Washington State’s Oil Information 
Committee made friends and encour- 
aged new business’ through _its 
Volunteer Vehicle Safety Check, con- 
ducted in 40 communities in the state. 

The vehicle checkovers were han- 
dled by salaried employes of oil com- 
panies, as well as by jobbers, distribu- 
tors and dealers. They worked from 
a 10-point check list and gave wind- 


shield stickers to each driver whose 
car passed the test. Motorists with 
defective cars were urged to see their 
service station or garage mechanic. 

Joe LaBrie, Shell Oil Company’s 
public relations manager in Washing- 
ton, lined up the manpower. 

The Washington group is said to 
be the first information group in the 
oil industry to join in the current 
vehicle-check program, sponsored na- 
tionally by the Inter-Industry High- 
way Committee and Look Magazine. 





Always Flenty of 
Air Fower 


with WAYWE 


GIVE GUARANTEED 
USABLE OUTPUT 


The East 


Is oil on short end of 
fight with natural gas? 


WHAT’S THE TREND in the con- 
tinuing battle between distillate heat 
and natural gas in the Middle At- 
lantic states? It’s against heating oils, 
says a_ report 
made by Petro- 
leum Industry 
Research Foun- 
dation in cooper- 
ation with Em- 
pire State Petro- 
leum Assn. 

Based on a 
10-year study 
(1948-1957), PI- 
RF’s report puts 
it bluntly: 

“The trend 
goes clearly against distillate heating 
since conversions from it are rising 
while those to it are on the decline.” 

So far, the report says, conversions 
to distillate are still far higher than 
conversions from it. But the ratio is 
swinging from 10:1 (1950) to less 
than 3:1 (1958). 

PIRF says distillate oil sales in the 
area increased at an annual rate of 


By 
Cornelius Brodersen 


Plenty of power for extra profit services, 
because Wayne Compressors are ‘‘station- 
engineered” to your location. They are built 
to operate better in every way — cooler, low 
power consumption, high efficiency, low main- 
tenance costs and long life. Each Wayne Com- 
pressor is sold on the basis of known effi- 
ciency in terms of usable air output — pre- 
tested and guaranteed. Write for catalog of 
complete line to The Wayne Pump Company, 
Div. Symington Wayne Corp., Salisbury, 
Maryland or Wayne Pump Canada, Ltd., 
Toronto, Canada. 


nearly 6%. Growth of gas sales for 
the same period was 9% annually. 
Furthermore, oil sales growth in the 
last five years has slowed down sig- 
nificantly compared with the first five 
years. Gas, on the other hand, shows 
no signs of slowing down. 

Gas home heating customers, the 
report says, have grown from 4% of 
all home heating customers (1948) to 
29% by 1957. During the same 
period, distillate for home heating 
has shown an average annual decline 
of 14% in net additions. 


> Delta Oil Co., 12.5-million-gal.-a- 

year Mobil jobbership of Peters- 

burg, Va., has been sold to Tidewater 

Oil Co. Takeover date is Oct. 1, when 

@ Slower Operating Speeds 2 was it will become a direct company 
4 operation. 

Jack Haire runs Delta with the 
assistance of Jack Temple, both long- 
time Virginia jobbers. 

The purchase price was unofficially 
reported to be $2.1-million. During 
the Virginia Petroleum Jobbers Assp., 
one persistent corridor report was 
that $700,000 was added as a premi- 
um to an appraisal of $1.4-million. 
Product volume is 7-million gal. gas- 
oline and 5.5-million gal. heating oil. 








@ Every Unit Scientifically Tested 
@ Constant Level Oil System 


@ Efficient Cooling System 





@ Longer Useful Life 


COMPRESSORS 


(To obtain more data on advertised products see page 142) 


> Operators Heat, Inc., Baltimore, 
Md., heating oil jobbership, has gone 
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This exceptionally sturdy manhole is made to resist the 

weight of even the heaviest trucks entering a service 

station. Cast iron lid and one piece cast iron body. Lock- 

ing or non-locking lids with skid-proof diamond pattern. 

Minimum thickness, 34”, heavily reinforced by six deep 

ribs under the lid. Priced with manholes of considerably 

less substantial construction. 

@ 9” and 11” sizes (gasket and locking lid optional). 
9” model is 7144” deep. 11” model is 8” deep. 

® Locking type opens easily with a screwdriver. No 
wrench needed. Nylon washer on locking bolt for 
continuous trouble-free operation. Large completely 
recessed lid handle makes lid easily removable 


= c 


ANHOLES 


DOMPETITIVE PRICES 


wy Buchsye. 


Valves and Fittings 
for the Oil Industry 


® Extra wide body flanges (11%4” diameter on the 9” 
series, 134” on the 11”) and oversize inside diam- 
eters (9%6” on the 9”, 11%6” on the 11”) provide 
superior load bearing qualities. 

® Watertight gasket models have rubber lid gaskets 
cemented in place. Ample bearing surface, too. 

® Replaceable brass product identification tag, 2” x 
14” available for all models. 


Please send me additional information on the new 
Buckeye 717-0 Manhole. Buckeye Iron & Brass 
Works, Box 883, Department N, Dayton 1, Ohio 


NAME 





COMPANY 





ADDRESS 





CITY ZONE STATE 





BUCKEYE IRON & BRASS WORKS « Box 883, Dayton 1, Ohio 
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(Begins on page 20) 

branded on its No. 2 heating oil. It’s 
now local distributor for Sun Oil 
Co.’s Sunheat. 

But the company will continue 
private-brand distribution of kero- 
sine and No. 4, 5, and 6 oils, says 
president J. Hollis Albert. 

For Sun, Operators replaces Gen- 
eral Automatic Corp. as local Sun- 
heat distributor. General Automatic, 
with about 18-million gal. annual 
sales, had been purchased by Esso 
Standard Oil Co. 

















>A three-way fight for the home heat- 
ing load in York County, Pa., is 
shaping up. The new entrant is elec- 
tric heat. 

Metropolitan Edison Co. in York 
means business. It has lined up electric 
equipment dealers, talked to architects, 
and made other arrangements. It’s 
advertising Gold Medallion Homes. 

An oil jobber estimates that more 
than 200 homes in the county already 
have electric heat. The utility, shoot- 
ing for 50 electric-heat homes in the 
first year of its campaign, got 95. 








a 





“No sir... Ill never 
return to this station!” 


He likes the gasoline and oil. He’s satisfied with the serv- 
ice. But—one whiff of the restroom, and he never returns. 

This could be one of your stations. 

What are your operators doing to keep restrooms 
odor-free? We have the answer: P D C, an odorless 
powder that eliminates odors. Easy to use. Economical. 

P D C has been tested extensively in high-traffic 
stations, including ‘‘problem’”’ locations on busy turn- 
pikes. P D C has eliminated odor completely where 
conventional masking agents have failed. 

One application lasts a full week. Costs less than ineffec- 
tive perfumes and deodorant blocks. 

For a convincing test of P D C’s effectiveness, write 
A. J. Parker Company, 1238 Belmont Ave., Phila. 4, Pa. 


PDC 


... chemistry’s new approach 


(To obtain more data on advertised products see page 142) 


to control of restroom odor 





| 
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The Midwest 


Pure Oil plans 300-unit 
network of truck stops 


PROBABLY NONE of.Pure Oil Co.’s 
printed matter gets as much attention 
as the maps of the company’s net- 
work of truck stops systematically 
spotted through- 
out a  24-state 
marketing area. 

The maps are 
sprinkled with 
small red trian- 
gles and squares 
from North Da- 
kota to Florida 
and from Ohio to 
Arkansas. (Trian- 
gles represent a 
stop with icing 
facilities; squares 
represent a stop without ice.) 

There are 226 stops, but “300 
units still is our goal,” says Jerry 
Sanner, manager of Pure’s special 
outlet marketing development depart- 
ment and boss of the truck-stop pro- 
gram. 

Sanner got Pure into the truck-stop 
business in 1953 when he sold them 
his Olympic Hi-Speed  truck-stop 
chain. Included were seven modern 
stops and about 100 conventional 
service stations. Sanner made a sur- 
vey and found that additional truck 
stops were badly needed. He was 
made head of the newly created spe- 
cial outlet department in 1953. At 
that time Pure had 27 truck stops. 


if ous 
By Lewis Brigham 


Behind the Program’s Growth 


Biggest factors behind the growth 
of the network are two new depart- 
ments, created in 1956 and 1957. 

The national truck credit depart- 
ment, distinct from the regular serv- 
ice station credit billing section, per- 
mits drivers to charge fuel purchases 
at predetermined stops along the 
route. Pure gets one bill for the en- 
tire trip rather than a multiplicity of 
bills. Trucking companies receive 
these single bills at any frequency 
they wish—weekly, bi-weekly or 
monthly. 

The separate credit department 
and adjustable billing periods have 
proved to be excellent sales tools for 
the truck industry sales department. 
This group, founded in 1956, has 
branch offices in Toledo, Memphis, 
Durham, N.C., and Chicago. A Lake- 
land, Fla., branch is under considera- 
tion. 

Pure’s branch representatives con- 
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with 11-year-old son Johnny and 13-year-old daughter Laura. 


Solar Heat Dealer is Picking up the Marbles 


IN 1957 J. W. (Jake) Matthews bought the Super Highway 
Oil Co., Solar Heat dealership in Greenville, South Carolina. 
Since then he has increased sales from 350,000 to more than 
one million gallons a year. 


“Solar Heat and advertising did the trick,” says Jake. 
“And Gulf is responsible for both. Gulf helped pay for 
newspaper ads and supplied the advertising I mailed. The 
Solar Heat sign in front of my office came from Gulf, too. 


“Right now I sell about 20% of the potential market in 
this area. And more and more people are finding out that I 
carry a mighty fine heating oil, too. That’s because Gulf 


helps me spread the word.” 
Before starting a new Solar Heat tam- For complete information on the many advantages of being 
paign, Jake talks it over with Gulf Rep- a Gulf Solar Heat brand reseller, phone your nearest Gulf 


resentative E. L. Trowell to find out how office! Do it today. SOLAR HEAT 


Gulf can help best. heating oil 








ea » } L Li /, = ‘ 4 12 oh ~h is 
Two good driver salesmen make Jake’s job easier. They handle Here are Mr. & Mrs. Matthews and family in front of their at- 
more than 1,100 customers. half with automatic-fill service. tractive home, just a few minutes away from Jake’s office. 
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tact truckers in the area, point out 
the advantages of tying in with Pure’s 
integrated truck-stop system, and 
work out the best stop schedule for 
particular runs. They also help deter- 
mine the best billing frequency. They 
point out that truck-stop operators 
can run time-clock studies on various 
runs and show trucking management 
the advantages of controlled credit 
provided by Pure’s bills based on 
purchases at pre-selected stops. Pure 
representatives tell truckers that field 


for 


Operations are regularly checked by 
nine truck-stop specialists in each of 
Pure’s seven divisions and two affili- 
ated companies. 


How the Program Stands 


As a result of this program Pure 
has about 40% of the 500 “real” 
truck stops in its marketing area, says 
Sanner. (Nationwide, there are 806 
stops listed in the Data Book of Fleet 
Owner, a McGraw-Hill magazine.) 


DEPENDABILITY 


— the key 
to successful 
marketing 


BLACKMER rota Truck Pumps’ 


Dependable service builds business. The first step to fast, efficient 


deliveries is the use of equipment that is engineered for year-in, 


year-out dependability, Blackmer Pumps are designed to give sus- 


tained efficiency for years of severe service through these outstand- 


ing features: 


* Self-adjusting for wear vane construction 

* Extremely high mechanical efficiency 

* Self-priming with high suction lift 

* Heavy duty anti-friction bearings 

* Cartridge type mechanical seals (TX models) 








FOR FULL 
DETAILS 
WRITE FOR 
BULLETIN 200 














BLACKMER PUMP COMPANY, GRAND RAPIDS 9, MICHIGAN 


See Yellow pages for your local sales representative 


(To obtain more data on advertised products see page 142) 


“We think we've raised the stand- 
ards of all truck stops,” says Sanner. 
Today, he says, a modern truck stop 
is One integrated building housing sta- 
tion facilities, restaurant, showers and 
air conditioned sleeping quarters for 
up to 20 drivers. The units, open 24 
hours a day, have lengthy frontage, 
spacious parking areas, widely spaced 
islands, lubrication and light repair 
facilities, public scale, and in many 
areas, ice. 

With land prices and construction 
costs increasing about 10% a year, 
it now costs $175,000 to $225,000 to 
build a typical class-1 station. These 
stops represent a sizable investment 
to Pure and to the operator. 

The success of the stop depends on 
the right operator, but many inter- 
ested applicants don’t have the 
amount of capital needed to get into 
the business—about $50,000—says 
Sanner. But, he reports, the rewards 
are high. “Many of our dealers are 
making better than $35,000 a year.” 

Most of the operators are former 
successful Pure dealers and _ truck- 
stop operators who’ve switched over 
to Pure. 

Pure finds that 
team is the best combination for 
truck-stop management. The man 
runs the station, while his wife takes 
care of the restaurant and sleeping 
quarters. He then has more time to 
spend on the credit aspect which 
makes up about 55% of total volume, 
says Sanner. 

The high esprit de corps among 
Pure’s truck-stop Operators is attrib- 
uted to the fact that they don’t com- 
pete with one another. They encour- 
age drivers to patronize other Pure 
managed truck stops along their 
routes. 

Sanner expects the remaining 74 
units of the planned 300-unit network 
to Be operating by 1961. Then Pure 
will have a balanced system of stops 
along all major trucking routes, with 
spreads of about 300 miles in 
between. These remaining stations 
will fill in minor gaps by covering 
feeder roads and secondary truck 
routes. 

When the 300 units are in opera- 
tion, Sanner will concentrate on pro- 
motion of Pure’s network and further 
development of tie-ins with truck- 
stop chains of other companies— 
Tidewater, Atlantic and Skelly—in 
other areas. 

Sanner feels there’s still room for 
other companies in the field. He’d 
like to see truck stops developed in 
territories adjacent to Pure’s 24-state 
area to serve as connecting links with 
Pure’s system. 


a husband-wife 
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Chemigum—T. M. The Goodyear Tire & Rubber Company, Akron, Ohio 


STYLE WWH TANK TRUCK 
AND CAR FILLER HOSE 


No mystery about the all-over-the-world use of Goodyear hose—in every 
oil-handling operation—under every possible condition, 

Over the years, this super-quality hose has proved its superiority on the 
toughest jobs. CHEMIGUM—developed by Goodyear—gives many types the 
ultimate in oil-resistance. And all types give users extra years of trouble- 
free service. 

So when real dependability is a “must,’’ Goodyear is your hose. Just contact 


your Goodyear distributor—or write Goodyear, Industrial Products Division, 
Akron 16, Ohio. 


..the big name in hose is... 


GOODFYEAR 


THE GREATEST NAME IN RUBBER 
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nance cost. . . longer life—if it is en- 

S — gineered and pier le by Wheaton. EQUIPM ENT 

Over 67 years of experience have gone ? 
into the development—and continuing 
improvement—of Wheaton Fittings. This 
is the basis of Wheaton quality—and the 
Wheaten reason why so many oil and chemical 
LOADING companies standardize on Wheaton. 
VALVES Send today for new catalog which de- 
scribes the complete line of Wheaton 
Fittings, many of which have advanced 
features that can save money for you. 


wae, | /CTRUCK TANK, | FD i 
ASSEMBLIES EQUIPMENT ‘2 oe 


VALVES 


Wheaton 
AUTOMATIC 
TANK GAUGES 














Wheaton 
SLIDING TUBES AND ~ 2 ; i 
SPOUTS 7 ” ‘on , yA, Se Wheaton 

Wheaton “o hrs Wheaten EMERGENCY VALVES 


SWING JOINTS Bs MULTIPLE VALVES , Wheaton 
’ P GAUGE HATCHES 


Wheat whesion EP ; ell ees a Wheaten 
awrs DOUBLE STEEL TRUCK TANK Wheeton <CRZupa Wheaton MID-POINT 


STEEL SWING JOINTS 
SWING JOINTS EMERGENCY VALVE EXTERNAL VALVES THERMOMETERS: 
(FLANGED) (THREADED) FAUCETS OPERATORS 


Wheaton products are manufactured in brass, aluminum, steel, stainless steel and malleable iron, for petroleum, chemical and petrochemical specifications. 
WHEATON BRASS WORKS, UNION, N. J. 


Manufacturers of Loading Arm Assemblies, Swing Joints, Loading Valves, Storage Tank Fittings and Truck Tank Equipment 
For the Petroleum and Chemical Industries 


Foreign Manufacturers 


Emco Limited, London, Ontario, Canada * Emco Brass Mfg. Co. Limited, Margate, Kent, England 
Emco G.M.B.H., Allendorf, Germany 


a en Wheaton 


the best by every standard - 
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What's Bothering Jobbers in Virginia 


THREE THINGS seem to have been 
on the minds of most Virginia jobbers 
during their semi-annual meeting at 
Richmond: the worsening commercial 
discount situation, the threat to heat- 
ing oil, and the future of jobbers. 

In committee meetings and general 
sessions the complaint was voiced 
repeatedly that even small-volume ac- 
counts are being sold at prices under 
what jobbers pay. 


The mood of the Virginia Petro- | 


leum Jobbers Assn. was reflected in 
remarks by president W. D. (Bill) 
Macgill, Jr. He reported: 


“A large number of branded job- | 


bers feel that many of their troubles 
stem from lack of guarantees con- 


tained in written contracts relative to | 
margins, territories and duration of | 


contract, together with a lack of 


other necessary features. It is evident | 
that the problem also applies in mar- | 


keting to consignment distributors 
who have been bypassed.” 


Concern about the future of the | 


Virginia jobbers decided to estab- 
lish burner service and maintenance 
schools. There’s already one in Nor- 
folk. Thirteen jobbers said they’d send 
men to a special one-week course this 
summer if it can be arranged. 

The jobbers created a consignment 
distributors’ division with the object 
of strengthening the association. This 





jobber function was threaded through | ¢ 


a panel discussion on jobber-supplier | 
relations. Both jobber panelists raised | 


the issue, pointing to jobber sellouts 
and the trend of operating direct in 
metropolitan markets. The jobbers 
were: Charles W. Hornsby, vice presi- 
dent, J. W. Hornsby’s Sons, Inc., New- 
port News (Amoco jobber), and 
Harry J. Parrish, manager, Manassas 
Ice & Fuel Co., Inc., Manassas (At- 
lantic jobber). 

The supplying-company panelists 
said flatly that jobbers have a good 
future. They pointed to their com- 
panies’ dependence on jobbers. 

J. L. (Buck) Wadlow, vice presi- 


dent, Shell Oil, said jobbers in Shell’s | 
Baltimore division handle 63% of | 


automotive gasoline volume and 89% 


of heating oil volume. George D. Mc- | 
Daniel, manager of dealer-distributor | 


relations, Mobil Oil, said his company 
has 125% more distributors now than 
in 1942. (Moderator was Frank 
Breese, NPN editor, New York.) 
The most popular conversation 
topic during the meeting was the sale 
of Delta Oil Co., Petersburg (Mobil 
jobbership), to Tidewater Oil Co. This, 
too, contributed to jobber concern 


about the future, because Delta is one | 


of Virginia’s biggest jobberships. 
“There aren’t many big ones left,” 
commented a jobber from the western 
part of the state. 

As a_ hospitality suite feature, 
Amoco gave 49-star flags to visitors. 
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BOWSER, Inc. 
MARKETING DIVISION 
FORT WAYNE, INDIANA 


is somewhat like the associations in 
California, Louisiana, North Carolina 
and Texas. 

Contracts came up for discussion, 
too. The sentiment of many jobbers 
was summed up in a comment by 
C. E. (Charlie) Russell, Pure Oil job- 
ber, Portsmouth: 

“After the experience of Ports- 


... thrifty is right! Compare this 48” 
low beauty with its clean, uncluttered 
profile and advanced functional 
features. It excels in low first cost, 
minimum maintenance, and 

saves island space. 


SERIES 
4800 


LARGE, EYE-LEVEL 
TV DIAL LIGHTED 
FROM OVERHEAD 


STAINLESS STEEL 
SIDE/TOP PANELS 


FULL LENGTH COLOR 
IDENTIFICATION 


OVERRIDING 


SAFETY CLUTCH 
COMPUTER 


SINGLE LEVER 
CONTROL 


AUTOMATIC 
RESET 

NONSCUFF HOSE 
ROLLER GUARDS 
EASY PULL HOSE 
LATCHOUT DEVICE 


Occupies smallest 
island space of all 
48” dispensers: 
16” x 20%” 
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mouth, where we've had price wars 
for three years, I’m frankly not in 
favor of long-range contracts. I prefer 
nothing longer than a year.” 

For the first time, Virginia stretch- 
ed its meeting from one day to two. 
Attendance was off a little, but the 
jobbers accomplished a lot more be- 
cause of the additional time, said 
president Bill Macgill. 

The convention attracted a large 
turnout of wives. Observing them for 
two days, a major-company official 
remarked: “They’re certainly one of 
the most beautiful groups of women 
I've ever seen.” 


LOMA: 


COMMERCIAL ACCOUNT pric- 
ing, curtailed demand caused by 
heavy rains in some areas, and spo- 
radic retail price troubles seemed to 
be causing most concern at the eighth 
annual meeting of the Louisiana Oil 
Marketers Assn. in New Orleans. 

On a panel, two jobbers — Scott 
Culley of New Orleans and John 
Sherrouse, Jr., of Monroe —said, in 
effect, independent distributors can’t 
lay the blame for commercial account 
price deterioration on suppliers. 








Gilbarco Self-Priming Pumps are your best buy 


Gilbarco Roto-Prime pumpg are 
especially designed for petroleum 
products. They will prime an abso- 
lutely dry 4-inch line in approxi- 
mately two seconds per foot of suc- 


tion pipe without initial manual 
priming. 

Before you buy any pump, check 
Gilbarco—you'll find no other pumps 
can give you so much return on your 
investment. 

@ Positive self-priming on suction 
lifts 

@ Self-evacuating against discharge 
pressure 


@ Designed for outdoor service with- 


28 (To obtain more data on advertised products see page 142) 


out secondary covering 

@ Mechanical type seal for trouble- 
free operation 

@ Motor oil lubricated; minimum 
maintenance 

Write for catalog and full informa- 
tion — 50 to 1500 GPM — both self- 
priming and straight centrifugals. 


Gilbert & Barker 
Manufacturing Company 
West Springfield, Mass. 

Toronto, Canada 
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Blame the Jobber, Too 


Jobbers are just as guilty as the 
majors, said Culley. He added that 
he’s already forgotten commercial ac- 
count business because most of it’s 
unprofitable. 

“Lack of salesmanship”—by every- 
one—started the trouble, said Sher- 
rouse. 

A return to salesmanship at all 
levels was advocated by another pan- 
elist, E. L. Hemming, co-ordinator of 
retail and jobber sales for Gulf Oil. He 
criticized “fighting with the dollar.” 

What’s the outlook for margin and 
commission increases, one distributor 
asked Hemming? 

Hemming replied they’re possible, 
if suppliers are able to realize better 
product prices down the line. This, 
though, he didn’t expect. He said dis- 
tributors shouldn’t depend on hikes. 

Two other panelists, W. S. Du- 
Laney, Continental’s division manager 
in New Orleans, and C. D. Brown, 
Conoco agent of Shreveport, urged 
distributors to put earnings back in 
their businesses. 

Referring to this, Culley pointed 
out that most of the highly successful 
jobbers described by NPN in its May 
issue followed such a practice. 

Frank A. Fritts, division manager 
of wholesale sales for Skelly Oil in 
Dallas, cited an NPN article of 10 
years ago that warned marketers about 
“sitting back and patting themselves 
on the back.” 

Agents are on the threshold of their 
greatest opportunity, he said. But they 
and all distributors have to put more 
emphasis on aggressiveness and man- 
agement training. 

L. T. White, Cities Service vice 
president, and John Shields, Bennett 
Pump, urged jobbers and agents to 
take part in LOMA’s first management 
institute this fall. More than 444 signed 
up during the convention. 


West Coast OHI 


COOPERATIVE oil heat promotion 
in the Pacific Northwest and in part 
of Nevada will cost heating oil job- 
bers and suppliers $411,326 for the 
year as of June 1. 

Of this, $201,750 will be spent in 
the market area covered by Oil-Heat 
Institute of Washington, $145,126 in 
the area of OHI of Oregon, $58,950 
in the area of OHI of Inland Empire 
(Spokane), and $6,000 in the area of 
OHI of Northern Nevada. 
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Your modern car is a high-precision machine— 
made possible by high-precision gasoline. 
Especially refined and formulated for high- 
compression engines, it is this gasoline that 
delivers smooth, rumble-free, knock-free power. 


Extremely important in the vast strides made 
in gasoline refining are the services furnished 
the petroleum industry by Universal. 


Development of increasingly effective processes 


UNIVERSAL 
OIL PRODUCTS 
COMPANY 


30 ALGONQUIN ROAD, 
DES PLAINES, ILLINOIS, U. S. A. 


gent 


| Why 
yesterday’s 


gasolines 
won’t power 
today’s cars... 


and products for producing cleaner-burning, 
high octane gasoline . . . training of refinery 
personnel . . . comprehensive field and laboratory 
service to help the refiner achieve peak 
operating efficiency and product quality . . . 
these are among the services rendered by 
UOP to petroleum refiners and marketers. 


It is services like these that enable 
you to offer your customers today’s gasoline 
for today’s cars. 
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From 16,000 to 450,000 gallons 
per month in 34 years with Texaco! 


Here is another case history proving that good men can 
“grow with Texaco.” It’s the story of Consignee Charles 
H. Miller, Miller Oil Co., Zanesville, Ohio. 

Mr. Miller teamed up with Texaco in 1925. “At that 
time, we had a thruput of about 16,000 gallons a month,” 
he says. “Today we are averaging better than 450,000 
gallons a month.” 

Mr. Miller has a sound formula for success in the 


petroleum industry. 


Here is “Texaco Town Hall,” where Mr. Miller conducts train- 
ing conferences for his Dealers. Emphasis is placed on sales- 
manship, product and technical information. The program has 
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“First, you must have products known and accepted 
by car owners from coast to coast,” he says. “Also of 
great importance is a consistent program of Dealer train- 


ing. If they are properly trained in every phase of station 
operation, the Consignee or Distributor can be assured 


of a solid future. 

“We like to do business with Texaco,” he says. “They 
give us complete cooperation, and you can trust the 
man behind the contract.” 


developed a group of capable and aggressive Dealers. As a 
builder of public good will, “Texaco Town Hall” also serves as 
a Conference Room for the people of Zanesville. 
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TOM “COVER INC 





This modern station, 
typical of the Miller 


opevancd by Texaco Dealer Tom Cover, is 
Oil Company’s 41 Dealer outlets. These 


Dealers have a total of 445 years of service. 24 have received 
Texaco Dealer awards for 10 years or more, and 3 for 30 years. 


Key personnel who are important to the 
company’s success. They have a total 
service record of more than 100 years! 
Left to right: Robert E. Davis, Sr.; Mr. 
Miller; Harold Wiles; 


Earl Search; 


Willard E. King; and Mr. Miller’s son, 
James E. Miller. Special service awards, 
pension and insurance plans and other 
benefits are responsible for the low turn- 
over in personnel, 


HAS HUE 


CONSIGNEE 


Dispatcher Earl Search gives orders to driver 
of this 4,000-gallon semi-tractor unit. Mr. 


Search is also the Bulk Plant Manager, with 
25 years of service. Six truck units are re- 


quired to service the firm’s operation. 


Why there’s a solid future with Texaco 
Here are 6 reasons why Dealers and Dis- 
tributors grow with Texaco: 

1. The best petroleum products, 
and accepted by car owners nationwide. 
Continuous research and development in- 
sure that Texaco will always have out- 
standing products. 

2. The best and biggest national adver- 
tising program constantly selling 
Texaco Dealers to car owners everywhere. 
3. The best point-of-sale and direct mail 
promotional material to help bring in 
motorists and bring them back! 
4. The best customer credit card — 


known 
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in fact, 


the only petroleum credit card honored 
under one sign nationwide. 

5. The best retailer policy — Texaco helps 
its Dealers to market nationally-advertised 
and accepted TBA products. 

6. The best opportunity to cash in on 
“touring” business — because Texaco cus- 
tomers at home like to stop at Texaco 
stations when on the road. This means you 
have more than 40,000 other Texaco Deal- 
ers helping you. 

A solid future is one of the advantages of 
being a Texaco Dealer or Distributor. 
There may be an opportunity for you. In- 
vestigate .. . send this coupon to: 


SALES MANAGER 
rEXACO INC, 

135 E. 42nd Street, New York 17, N. Y¥. 

I would like to get complete information 
about the possibility of teaming up with 
Texaco as a [) Dealer, [) Consignee, 
() Distributor. (Please check). 

NAME 
STREET 


cITY 
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Associations 


Jobber Urges Anti-Unbranded Fight 


Alarmed by the growth of unbranded gasoline 
sales in his state, a North Carolina jobber 
says it's time majors throw down the gauntlet 


A NORTH CAROLINA Amoco 
jobber has called for war by majors 
and their distributors against un- 
branded gasoline sales. 

In an unscheduled talk at the North 
Carolina Oil Jobbers Assn. spring con- 
vention at Pinehurst, the jobber, Titus 
Williamson, declared: “I believe the 


majors can make and sell gasoline 
cheaper than the independent refinery. 
If that’s true, in a real showdown the 
independents cannot win. I think we 
have both right, and might, in branded 
distribution.” 

Williamson, who comes from Col- 
umbus County in southeastern North 


STOP 


TOK) te 


FIG. 312 


FIG. 148 


Vapor Losses Are Costly 


They can be greatly reduced 
by the installation of the cor- 
rect Morrison Conservation 
Vent. 


Available in spring loaded, 
weighted and oil seal type. 


Write for further details. 


MORRISON BROS. COMPANY 
O1L EQUIPMENT HEADQUARTERS 


DUBUQUE, 


IOWA 
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Carolina, reported that unbranded 
sales in the state have grown from 5% 
to 25% of total sales in the past five 
years. He said unbranded gasoline 
sells “3¢ to 5¢ cheaper per gal. than 
major-brand gasoline even when our 
station operators have only a 4.1¢ 
gross markup.” 

Williamson called for an end to this 
differential. “Forget this umbrella of 
two, three and more cents per gal. 

. Let’s sell at equal prices for 
equal product,” he said. 

The jobber’s voice was added to 
those of others on the East Coast who 
have recently expressed concern over 
the fast growth of private-brand and 
unbranded gasoline sales. Some influ- 
ential marketers have predicted cut- 
backs by majors, who supply a sub- 
stantial part of unbranded product. 

To halt unbranded sales, here's 
what suppliers should do, said Wil- 
liamson: 

e “Widen the differential between 
spot and contract. It is grossly unfair 
tor one man with one outlet and 
with storage for one transport-load of 
gasoline to buy at prices close to those 
paid by a distributor handling millions 
of gallons of gasoline a year. 

e “Police your own distributors 
who take advantage of a low contract 
price to supply unbranded people at a 
price lower than they can normally 
buy. I know there is some of this. 
And I know that my own company 
requests a recapitulation once a month 
of where gasoline went, and I like 
that. I think that is correct. 

e “Be courageous enough to drop 
the distributor who will not repre- 
sent you adequately and who will not 
operate ethically. If he loses you as a 
supplier, and other suppliers think 
along the same lines, where can he 
go?” 

Williamson called for rules to de- 
termine who may get distributor 
prices. “Let the API or some other 
national organization establish a code 
of ethics,” he urged. “Let them define 
what a distributor is. Those who can’t 
meet the definition should not be sold 
at or near distributor prices.” 

Registration at the convention was 
500, a new attendance record. It was 
reportedly 20% greater than at any 
previous NCOJA meeting. 

At the general business session, T. 
A. Aldridge, vice president of mar- 
keting, American Oil Co., urged job- 
bers not to run to the government for 
help in solving their problems. 


NATIONAL PETROLEUM NEWS * July, 1959 





LO: GUiD 


Gasoline Curb Pump Hose 


easel ji ‘i 


: 


UNDERWRITERS APPROVED 


to be accepted 


by major oil companies” 


Pioneered by Acme-Hamilton! Major 
oil companies, after months of ex- 
haustive testing, have approved and 
specified Acme-Hamilton Color 
Guard Hose for all their gas pumps. 
Color Guard adds the final touch of 
color to modern porcelainized and 
stainless steel gas pumps, and em- 
phasizes the cleanliness of the sta- 
tion. Its colors will not rub off or mar 
the glossy finish of any car. Color 
Guard can be cleaned simply by 
wiping with white-wall tire cleaner, 
or a detergent. 


A. COVER: Color permeates the en- 
tire cover. Resists oil, gas and abra- 
sion. Proven to be the best hose for 
resistance to effects of ozone. 

B. CARCASS: Vertically braided, with 
static wire included to dissipate static 
electricity. 

C. TUBE: Smooth for fast flow. Won't 
crack or flake. The tube is com- 
pounded of high grade synthetic 
rubber for modern gasolines. Write 
for more information, color bro- 
chure, and name of your nearest 
servicing distributor. 


* Illustration shows Color Guard Hose in use at a Shell Oil Co. Service Station. 








Acme (2) Hamilton 
of 


MANUFACTURING CORPORATION, TRENTON 3, N. J. 
Divisions: Acme Rubber Mfg Co »* Hamilton Rubber Mfg. Corp 


ATLANTA CHICAGO 
MILWAUKEE * NEW YORK > 


COLOR GUARD 


DETROIT HOUSTON 
PITTSBURGH > 


INDIANAPOLIS 
SALT LAKE CITY 


LOS ANGELES 
* SAN FRANCISCO: SEATTLE 





“The } em ». 

First ww. a 
NEW ay DISPLACEMENT 

Metering = 

Development — 

in 

30 

YEARS”! 


Send for booklet telling about the new 
Positive Displacement LC Meter you can count on positively 


Here are the exciting inside facts on the LC Meter . . . a unique 
development that means quicker deliveries with metering 
exactness never before possible. Its years-ahead, rotary, positive 
displacement principle guarantees maximum accuracy. Its 
simple, functional design and strong construction mean less 
wear, longer life, simpler maintenance, lower costs. Write 

today for booklet titled “The First New Metering 

Development in 30 Years.” It gives full details on the 

significant advantages and attachments that make 

the new LC Meter a real money saver for you. 





¢ LIQUID CONTROLS CORPORATION 


Commonwealth Avenue, North Chicago, Illinois 


LC Meters... engineered for precision measuring of petroleum 
and commercial liquids 


CONTROLS | ® 
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LOOK 


who's steering business 
to Cities Service! 
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Luxury Driving 


and True Fconomy 











On billboards everywhere, you and your 
customers will see this famous face and many 
others that you know, driving home the Cities 
Service theme,‘‘“ENJOY LUXURY DRIVING AND 
TRUE ECONOMY.”’ 

That’s good news if you’re a Cities Service 
dealer or jobber. But even if you aren’t you 
couldn’t pick a better time to consider becom- 
ing one. For with the support of these famous 
stars, Cities Service dealers and jobbers are 
in for the biggest year yet! 


Moreover, as a Cities Service dealer or jobber, 
you can look forward to complete cooperation 
and assistance in any phase of operation—from 
taxes to station display, from inventory con- 
trol to advertising. Also, you have available 
to you the facilities and services of the famous 
Cities Service Business Library. 

For the full story on what you might expect 
as a Cities Service dealer or jobber, write: 
Cities Service Oil Company, Sixty Wall Tower, 
New York 5, N. Y. 
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GREASE MARKETERS CAN PROFIT FROM 
INTERNATIONAL’S NEW RESEARCH LABORATORY 


Quality and dependable performance 
are prime requisites of grease marketers 
who value the integrity of their brand 
names. 
‘With Research Comes Quality—With 
Quality Comes Leadership” is more than 
a slogan with the folks at International. 
The recently expanded research 
laboratory, containing the most com- 
plete and advanced testing equipment 
to be found in the field of grease manu- 
facture, is another example of how 
International is intensifying its efforts 
to further improve products which will 
Wis et? keep present customers happy and 
i  & cae attract new ones. 
Testing a wheel bearing assembly to see how well the grease has 
maintained its original quality under simulated operating con- 
ditions. For 30 years International has pioneered in this “actual 
usage” type of experiments. 





r fs. aaa 
A view of the Grease Analytical Section of International’s Main Laboratory where greases are analyzed for 
percentage and type of soap and oil. 


INTERNATIONAL LUBRICANT CORP. 


NEW ORLEANS, LOUISIANA 


Manufacturers of top quality lubricants: Aviation + Industrial + Automotive + Marine 


With Research Comes Quality, With Quality Comes Leadership 
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LUBREELS 


TOWN AND COUNTRY SHELL SERVICE 
San Diego, California 


ANDY ae “aaa (cs park 


Town and Country Shell Service 
San Diego, California 


extra Lube 
and TBA sales’? 


*‘Style and appearance mean a lot in our business if they’re backed 
by fast, efficient service. Lincoln Golden Standard Lubreels give us 
both. They permit us to service more cars per hour, and their attractive 
design increases customer confidence, sparks extra Lube and TBA 
sales. By moving lube jobs and oil changes through faster, we have 


RUSS TWINING more time to sell extra profit services.” 
Owner, Lube Equipment and 

Supply, Lincoln Wholesaler 

making the installation 


Lead with LINCOLN... Add “Show Room Elegance” to Your Lube Room 
Write for new Lincoln Catalog 57, or contact your Lincoln jobber 


*Trade Name Registered 


LINCOLN ENGINEERING COMPANY 
Division of The McNeill Machine & Engineering Co. 
4010 GOODFELLOW AVENUE . ST. LOUIS 20, MISSOURI 
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Each Lighting Requirement Needs An 


ae ENGINEERED LUMINAIRE 


Specifically For That Particular Application 


Offers A 


COMPLETE LINE 8 rer ces ioning eet 


Met EM ese 
A 





tims deinen lel eae OR li Eg es a Ua Basse ne. ee tos PEF ONS: i's HY 


HORIZONTAL “WRAPAROUND 2 Y 
For concentrated lighting on pump islands with side lighting. 
Recommended mounting heights 9 ft. to 12 ft. high. 


Side ~~“ — Light 








t 
=a 








CANTILEVER LIGHTS 
For lighting pump islands and surrounding areas. 
Recommended mounting heights 12 ft. to 16 ft. high. 


ae "Tide light 


/ Powerful, controlled 
Down Light 


oie ek pa AN i i 





POUL EN 


Se. a % mits 08 &: 
FLUORESCENT FLOOD LIGHTS 

For perimeter and area lighting. 
Recommended mounting heights 12 ft. to 16 ft. high. 





COMPCO CORPORATION  1800N. Spaviding Ave. + Chicago 47, Illinois « U.S.A. 
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New Fruehauf Safety Air Suspension 
REVOLUTIONIZES LIQUID HAULING! 


A tandem or spread axle tandem air 
ride suspension with perfect stability. 


Swayless, Lightweight, Simple, 
And Economical! 


Or a single 


: : 1%, axle air ride 
Simplest Trailer air ride built » suspension, 


Most advanced air ride yet designed be, 2 ae sa pe va 
Most economical air ride to maintain ‘ level. 
Much lighter than other suspensions 

Cushions perfectly loaded or unloaded 

Reduces lateral sway, increases safety 

Permits easy, positive axle alignment 

Provides utmost brake torque control 

Trails smoothly on curves and hills 

Resists wear for the Trailer’s lifetime 

Protects the tank from stress and leaks 

Provides unprecedented hauling safety 


Available with aluminum, steel, or 
stainless steel Fruehauf Tank-Trailers. 


World’s Largest Builder of Truck-Trailers 
FRUEHAUF TRAILER COMPANY 
10948 Harper Avenue °* Detroit 32, Michigan 


SEND FULL FACTS AT ONCE, WITH NO OBLIGATION, ON 
FRUEHAUF SAFETY AIR SUSPENSION, 


Name 


Address 





Ea 


For Forty-Five Years—More Fruehauf 
Trailers On The Road Than Any Other Make! 





Company 





City. “ State 
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DYE CONCENTRATES‘ 


by PATENT CHEMICALS 
the Pioneers in Petroleum Dyes 


FOR CLEANER, EASIER COLORING OF PETROLEUM PRODUCTS; ELIMI 
NATES PRE-DISSOLVING, DUSTING, OPERATOR EXPOSURE ® LESS 

AND EQUIPMENT REQUIRED: INTRODUCED DIRECTLY INTO THE FIN 
ISHED PRODUCT © THE ANSWER TO BULK, TANK TRUCK, TANK CAR, 
BARGE, TERMINAL AND PIPELINE COLORING @ CAN BE USED WITH 
DRY DYE EDUCTOR EQUIPMENT e THE USE OF DYE CONCENTRATE IN 
VOLVES NO ADDITIONAL COST COMPARED TO ORDINARY DRY DYES. 


FOR USE IN 
Gasolines — Diesel Fuels — Fuel Oils — Lubricating Oils 
Automatic Transmission Fluids — Break-in Oils and Greases 


Also Available in Dry Dye Form. 


Dye concentrates 
can be prepared CALL US COLLECT 


to customer 


specifications. 
* 


Samples and 
description 
MANUFACTURERS OF DYES. AND CHEMICALS 4-1726-7 


upon request. 
” q FOR THE PETROLEUM INDUSTRY 


NOTE: — Reds — Yellow — Orange — Blue — Meet Mil-F-5572 Specifications 


PATENT CHEMICALS INC. 


Vanufacturing Division: 335 MeLean Blvd., Paterson 4, New Jersey 


PATENT FUELS & COLOR CORP. 


Marketing Division: 2410 Carew Tower. Cincinnati 2. Ohio 
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reasons why you'll 
sell more with 
Continental 

[p style cans: 


Easy stacking 


“F” style cans have a recessed bottom that fits 
right on top of can below. No chance of display 
toppling over. Display remains attractive and 
firm no matter how active the buying. 


Excellent lithography 


Continental’s superb lithography adds sparkling 
appeal to your product. Broad face of can allows 
ample space for “family” name, product name 
and sales message. 


Variety of sizes 


Continental has exactly the size your customer 
wants. “F” style cans are readily available in 
sizes ranging from 8 ounces to one gallon. 





4. Save shelf space 


Oblong shape allows more units to be stocked 
\ per shelf foot. Facilitates powerful mass display » — 
that means extra sales. 
\ \ ey © C_ CONTINENTAL CAN COMPANY 
} ea Eastern Division: 100 East 42nd Street, New York 17 
Central Division: 135 South La Salle Street, Chicago 3 
Pacific Division: Russ Building, San Francisco 4 
Canadian Division: 5595 Pare Street, Montreal, Que. 
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MARLOW PUMPS CUT LOADING TIME 80% 


eee ee 


ee * 


At left—This Marlow 32-HELP-13 Self-Priming Pump powered by 
an explosion-proof motor, speeds truck loading more than 5 
times faster than ever before for Reading. 


Increase Home Deliveries 50% Per Truck With Marlow Pumps 


In order to cut costs and improve 
service to fuel oil customers, Read- 
ing Merchants Ice Co., Inc. of 
Reading, Pa., has just completed 
a full program of modernization. 
The program included the addi- 
tion of two new storage tanks 
which brought Reading’s above- 
ground capacity up to 125,000 
gallons. 


To reduce filling time for their 
home delivery trucks, the firm 
installed a Marlow 32-HELP-13 
Self-Priming Pump to speed grav- 
ity flow from the tanks. Asa result, 
Reading now loads trucks at 560 
gpm—over five times faster than 
before! Not satisfied with just 
speeding up truck loading, Larry 
Houck, Reading’s General Man- 
ager, installed Marlow 2C2G 
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pumps on their six 3,000-gallon 
trucks and jumped home delivery 
rates from 40 to 100 gpm! 

According to Mr. Houck, a 
driver — with old equipment — 
could make 24 stops in an 8-hour 
day. Now, with Marlows, he can 
make 38 stops in 8 hours, increas- 
ing daily delivery from 4,000 gal- 
lons to 6,500 gallons. 

After using Marlow equipment 
for over a year, Reading has in- 
creased the effectiveness and 
profits of their operation. “‘Of par- 
ticular appeal is the high speed 


truck loading and home deliveries 
that cut operating costs,” accord- 
ing to Mr. Houck. “I am very well 
pleased with the performance of 
Marlows, and plan to use them for 
all future improvements at Read- 
ing,” Mr. Houck adds. 


Marlow makes a comprehensive 
line of self-priming centrifugal 
pumps to handle petroleum prod- 
ucts in the bulk plant or on home 
delivery trucks and transports. 
For complete details see your 
Marlow dealer today or write 
direct for Bulletin PM-06. 


8-315 


MARLOW PUMPS* 


DIVISION OF BELL & GOSSETT CO. 
Midland Park, New Jersey 


® Morton Grove, Illinois 


Longview, Texas 
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Cooper .. . the franchise of opportunity 


for dealers 
who want to be in 
the driver's seat 





There’s an open road to success 
when you go Cooper 





You're the man in the driver’s seat when 

you hold a Cooper franchise for your market. 
It’s a happy and comforting feeling. 

You're sitting up front and you move out 
front fast — way ahead of competition. 


Cooper is the one supplier that doesn’t throw 
any road blocks in your way. There are no Cooper 
retail stores to take business from you; no 
loading your market with other Cooper dealers, 
no interference in your business. 


You get the help you need to keep going ahead: 
Plenty of room to grow, highest quality tires, 
complete line, lower buying prices, consistently 
higher profits. Plenty of free advertising, point-of- 
sale displays and sales promotion, plus a tire 
guarantee program that even covers accidental 
road hazard failures. And this means that 
Cooper gives you the big green light for Pi 

more sales all the way. - 








Get up front in the driver’s seat 





with a Cooper franchise. Get a letter in 

the mail to Dept. 118 today. tee 
Cooper Tire & Rubber Company, 

Findlay, Ohio. oe 


Safety-Premium Cushion-Ride Air-Master Weather-Master ‘“300" Road-Master Extra Mile 
A) 3-D Nylon Safeguard Tyrex Cord Type Mud-Snow Truck-Bus 
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More light power with lower costs 


For years NPI has served the varied 
WEHEONW FPRODUCTs needs of both the largest and smallest 
petroleum products marketers. Consis- 
tently, the demand for top quality signs 
ima 41, Ohio U.S.A. with years of trouble-free use built into 
them has been met. In addition, the ca- 
Originators of pacity to deliver on schedule, without 
PLASTILUX® Signs fail, has established NPI as the most 
reliable supplier of illuminated filling 

station signs. 


INCORPORATE ID 


We operate filling stations. Please have The services of a Signvertising® Engi- 
a Signvertising Engineer call. neer to help you modernize your entire 

sign program are available with no obli- 
NAME gation. Just use the coupon at the left. 


Fiat inion 

WRITE TODAY — Use this coupon to*get 
the services of a Signvertising® Engineer. 
i CoMololitetohitelam 


COMPANY_____ 
"i nc, ES 
SMS a = =| ie 
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““Two-bit’’ sales 
mean “two-bit"’ 
profits — 

Push 

DELCO Batteries 
for the 

big money! 


You can make a profit on wiper blades, fan belts and other small stock items, 
but to really sweeten the till, take the easier, quicker way to prosperity ... 
push your big profit line—Delco Dry Charge Batteries. 


The market is ready-made, Delco Batteries are original equipment on almost 
half the automobiles in America. Owners are presold on Delco when it comes 
time to replace. And the market is big. There are nearly 25,000,000 replace- 
ment battery sales every year. 


For fresh, crisp profits, get started now on a Delco selling campaign. Your 
United Motors distributor will help you. Also, you get all the benefits of Delco 
advertising . . . the strongest, liveliest battery advertising in the business. 


Quolity built by Delco-Remy, distributed nationally through Hil Pe General Motors STARTS with Delco Batteries 
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You get fastest delivery...finest service on Scovill’s 


Re-attachable 
coupling 


Fh IES. BGS 0° a sb "4 
; Bec ght Ee 


aoe gies (il), 
Se) ere 


> as 


for 
gas pump hose 
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The New Coupling 


This leakproof 590-H Series re-attachable coupling consists of a collar 
and shank. Made from brass rod with polished chrome plated surface, 
the coupling grips hose with a positive, slip-proof grip. Can be attached 
and re-attached to hose with ordinary vise and wrench. 


The Fastest Delivery 


Only Scovill with its nation-wide network of sales 
offices and warehousing facilities can give you such 
fast delivery. All orders for the new re-attachable 
coupling for gas pump hose are processed and 
shipped immediately! No waiting . . . no delays. 
Scovill’s stock insures prompt delivery. 


The Finest Service 


When you specify Scovill re-attachable couplings for 
gas pump hose, you get the services of the largest 
and finest sales force in the industry today. It is 
available for consultation anytime, anywhere! 


For Facts and Figures 


on 590-H series re-attachable couplings, write: 
Scovill Manufacturing Company, Hose Coupling 
Department, Waterbury 20, Conn. 


couruincs by SOGOVILL 
COUPLINGS BY 

Main Office: 99 Mill St., Waterbury, Conn. Cleveland: 4635 W. 160th St. Los Angeles: 6464 E. Flotilla St. 
Houston; 2323 University Bivd, San Francisco: 434 Brannan St. Toronto: 334 King St., East 
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- Guardian 
J “Controlled 


D 





Fluorescent 
Reflectance 
LIGHTING 




















Better Area Lighting 
...@ major breakthrough in Better Building Lighting 


LIGHT CONTROL Better Display Lighting 
TECHNOLOGY 


You'll be interested in the story behind 
this really significant advance in light 


control. Write for technical bulletin. 


*Patent applied for. Mfrd. under license with 
Sylvania Electric Products, Inc. 


ap GUARDIAN ight-company 


500 NORTH BLVD., OAK PARK, ILLINOIS 
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sae om in seconds 





E F i 
ONE HAND OPERATION — Air Control 4 
Valve and Safety Lock Release operated ; 
with one hand 2 
SAFETY LOCK — Operates in 6 height . a i 
locking positions é 
HIGH LIFT — 24” lifting stroke Ps 
% a. ! ® 


SADDLE ADJUSTMENT — from minimum 

of 19” inside-to-inside to maximum of . a 

56%” outside-to-outside . 2 

FORWARD REACH OF SADDLES — 144” . | AIR-OPERATED 
from cylinder to front of saddles 3 


SADDLE LOW — 8%” . a | 
SADDLE HIGH — 3244” = fi 
CAPACITY — 3000 Ibs. : a | 
~~ 
| fn = 
y |” 
f 


Here’s the jack that will speed up shop work and 
increase profits for you. Lifts entire end of car for 
faster tire changing, brake service and the many 
other services for which one end of vehicle must be. 
raised. Each saddle has 25 square inches of lifting 
' surface ... will not dent or mar bumper. Forward 
reach of saddles is 1414" — giving ample room to 
contact frame or special lifting pads on some cars. 


4 wheel load carrying feature allows jack to move 
fore and aft during raising and lowering of vehicle. 
This prevents tilting and undue strain on jack or 
bumper. By tilting jack backwards to bring rear 
positioning wheels in contact with floor, operator 
can easily turn jack from side to side for easy 
maneuvering and positioning under vehicle lifting 


points. 


Compare and you'll agree, feature for feature, 
Weaver is the ultimate in jack design and utility. 
Don’t delay, act today — contact your nearest jobber 
or write us direct for bulletin on the WA-56. 


ABOVE Jack locks in any one of 
6 positions (Note rear wheels for 
easy positioning.) SERVICE EQUIPMENT 
LEFT Air Control Valve and Safety 
Lock Release Mechanism operated WEAVER MANUFACTURING CO. 
with one hand. (Note two offset SPRINGFIELD, ILLINOIS, U.S.A 

. , U.S.A. 


positioning handles.) 
Division of Detroit Harvester Company 


Complete line includes: Twin Pest Lifts 
. + « Triple Post Lifts . . . Single Post 
Roll-on, Free-Wheel and Frame Type Lifts 
. « » Bumper Jacks . . . Car Washers . . . 
Wheel Alig t Equip t.. . Jacks 
. . » Headlight Testers . . . Brake Testers 

. Wheel Balancing Equipment . . . 
Wheel Dollies . . . and Air Compressors. 
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No. 7 on trends in service station lighting 


New pump island luminaire solves 


modernizing problem economically 


A major step toward modern lighting for this independently 
owned service station was made very economically by installing 
Revere 9800 Fluorescent Luminaires on pump islands in place 
of the former pylon lights. The new luminaires give eight times 
more service-area light, making the station look more inviting 
and providing much better visibility for servicing cars. 


The integral construction of the lamp and reflector assem- 
blies in these Revere luminaires permits setting the reflector 
angle with lamps in and burning—lets you adjust reflectors indi- 
vidually for the desired spread of light. A center channel be- 
tween the reflectors contains the ballasts, keeps ballasts cooler 
for greater efficiency, and simplifies installation and wiring. 

Poles for these luminaires make conversion easy. The base 
slips over existing anchor bolts mounted in bolt circles from 
8 to 11 inches in diameter. An adjustable poletop slip fitter 
permits rotation of the luminaire to any angle in relation to the 
island — regardless of how existing anchor bolts are set. 

Where economy is important in improving outdated service 
station lighting, the Revere 9800 Fluorescent Luminaire and 
Conversion Pole provide excellent lighting at a minimum cost. 


1. Four Revere No. 9808-VP Luminaires with two 8-foot 
1500 ma lamps provide light for entire service area. 
Reflectors are mounted at 15° tilt for better light distribu- 
tion. Special adjustment feature permits individual adjust- 
ment of reflector angle outward for the desired spread of 
light. (Also available to take 6-foot 1000 ma lamps.) 


2. Two Revere No. 463-214A round steel poles with double 
mounting brackets and air connections. These poles make 
conversion easy because the base is adaptable to any type 
base bolt pattern, from 8 inches to 11 inches diameter. Poles 
are furnished with adjustable slip fitter which permits 
alignment of the luminaire at any angle in respect to the 
island, regardless of old anchor bolt pattern or spacing. 
Poles are also available with single arm mounting brackets 
for lighting perimeter areas and approaches, and will accept 
Cluster Lites in place of drive-on-ball. 


3. Revere No. 3800 Series Eliptor floodlights on Revere 
hinged poles No. 199-G-20 provide light for perimeter area. 
Hinged pole makes maintenance and relamping safe and 
easy from the ground. 


Send for your copy of Revere's lighting equipment catalog 


OUTDOOR LIGHTING 


Revere Electric Mfg. Co. 


7420 Lehigh Avenue e 


Chicago 48, Illinois (In suburban Niles) 


Long Distance Phone: Niles 7-6060 © Chicago Phone: SPring 4-1200 ¢ Telegrams: WUX Niles 
In Canada: Curtis Lighting, Ltd., Leaside, Toronto, Ontario 
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‘AC SELLING SLANT OF THE MONTH! 


AC Announces 
New, Specially Designed 


7 Plugs / for Peak 
Power as 








Pertormance! 


Now, there is a line of quality spark plugs specially 
designed for power lawn mowers and other powered 
garden equipment .. . spark plugs that are sure to 
attract attention, sure to increase your spark plug sales! 





With the bright plated universal terminal, the new spin- 
on gasket for easy installation, and the unique, easy-to- 
identify Green shell, these new AC Spark Plugs provide 
the best possible performance and reliability for all 
powered garden equipment. 


When you stock this new line of AC Quality Spark Plugs, 
you stock only three types to cover 85% of the market! 
Small inventory — wide market! 


Your Dealers’ customers will be on the look-out for out- 
lets stocking AC’s new line of spark plugs. Make sure 
you have a supply . . . AC Quality Spark Plugs with 
the Green colored shell! 


For marketing information concerning this new line of 
AC Spark Plugs, your Dealers are invited to call their 
local AC Representative or write Dept. A., AC Spark 
Plug Division, Flint, Michigan. 


AC Spark Plug ip The Electronics Division of General Motors 
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‘AC SELLING 


aT AE 


Offer the New AC In-Line 


Fuel Filter 


filters 10 times longer 


Forget all you've heard about expensive gasoline filters. 
The new AC In-Line Disposable Gasoline Filter is a profit- 
able, fast-moving sales item for about % the cost of 
competitive filters. 


The new AC In-Line Gasoline Filter protects against car- 
buretor wear, flooding and stalling 8 to 10 times longer 
than conventional filters, 25 to 30 times longer than ceramic 
types. Its extra-large 75-sq.-in. surface, with the unit's 
extra-fine resin impregnated filter paper, traps contami- 
nants as small as 10 microns — in contrast to the 50 microns 
rating of other designs. And, the extra-large filtering area 


traps 5 times more 


costs about 1/2 less 


eliminates a costly built-in by-pass, reducing unit cost to 
nearly half that of other types. 


The AC Disposable Gasoline Filter installs in the fuel line 
between pump and carburetor and may be mounted hori- 
zontally or vertically without brackets. It operates on any 
gasoline engine . . . with a flow rate far in excess of com- 
petitive types and mare than adequate for any modern car. 
The unit weighs only 242 ounces and measures only 2” by 3”. 


Cover your AC dealers. Give them information concerning 
the new AC In-Line Disposable Gasoline Filter. 


AC SPARK PLUG 4 THE ELECTRONICS DIVISION OF GENERAL MOTORS 


(To obtain more data on advertised products see page 142) 
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NOW—PLATINUM PERFORMANCE 
FOR AUTO OWNERS! 
NEW AC PLATINUM 
ELECTRODE SPARK PLUGS! 





AC Platinum Electrode Spark 
Plugs are packaged in this 


dramatic new premium 
quality carton 


The same quality and performance that goes into high 
performance AC Aircraft Spark Plugs is now available in 
the new AC Platinum Electrode Spark Plugs for automotive 
applications. 


Specially designed for extreme power applications — cars, 
trucks, marine engines, and commercial engines — AC 
Platinum Electrode Spark Plugs deliver longer service over 
a wider heat range than is possible with conventional 
plugs of equivalent size. They offer greater reliability and 
require less servicing than ordinary spark plugs. 


Other outstanding features of these premium quality AC 


Spark Plugs include — new universal terminal — new centrif- 
ugally cast silver core — new spin-on gasket — new, longer 
insulator tip — and, of course, new Platinum electrodes! 


AC Platinum Electrode Spark Plugs present an entirely new 
and different approach to the problem of providing longer 
spark plug life and greater resistance to fouling. See that 
your dealers have them available. 


Only Two AC Platinum Electrode Spark Plug Types 
(440P) and (M425P) Cover 73% of All Cars—53% 
of Commercial Applications — 92% of Marine Appli- 
cations! 


AC SPARK PLUG & THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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ACon-0-Mizer 


...a new type Fuel Pressure Regulator for Automotive Engines 


Improved performance with improved 
economy .. . that’s what your customers 
are interested in these days... and that’s 
just what the AC ACon-O-Mizer offers! 


What the ACon-O-Mizer Is... 


It’s a fuel pressure regulator which can be installed 
between the fuel pump and the carburetor and is actuated 
by vacuum from the manifold. 


What the ACon-O-Mizer Does... 


It permits maximum acceleration and high speed operation 
with reduced fuel waste, and at the same time reduces 
flooding and stalling. Under normal driving conditions, the 
unit regulates fuel pressure at a constant one and one-half 
pounds per square inch. When greater engine power is 
required, the unit permits full pump pressure to the carbu- 
retor. This allows correct fuel pressure regulation at 
normal speeds and also at maximum acceleration. 


What is the ACon-O-Mizer Market... 


All car and truck owners who are interested in improved 
performance and gasoline economy are prospects for the 
Pe cate 9 ap a sf a of only $9.90, the 
var! ACon-O-Mi i itself! 

Dealer Profit Schedule nr orsgviectieten siosepsetommionrien 


* Provides greater fuel economy through uniform 
1-11 12 or more regulation of fuel flow. 


COST 6.44 5.45 * Helps prevent stalling, flooding and fuel waste. 
SELLING PRICE* 9.90 9.90 * Provides full performance under acceleration and 
* 





PROFIT 3.46 4.45 constant speed operation. 


*Plus installation Only one type, GF-57, covers the passenger car 
and truck market. 


Call Your Regular C Supplier 
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Test for Cap Sales with the 


NEW AC PRESSURE CAP AND RADIATOR TESTER 


The new AC Tester is different. And, its simple operation 
makes this about the easiest-to-use pressure tester you’ve ever seen! 


The new design of the AC Tester provides an expan- 
sion device for sealing inside the radiator filler neck 
instead of on the shoulder. And, the pump action 
of this tester is far easier—and quicker — to 
operate than a bulb-type. 


Dealers can use the new AC Tester to check radiator 
pressure caps and cooling systems on all types of 
passenger cars, and most trucks. To do this big 
job, they use only one adapter . . . the universal 
adapter already attached to the AC Tester. The 
small number of trucks having a 21%” filler neck 
can be tested by ordering the following adapters 
— Radiator RP 32, or Pressure Cap RP 22. 


An easy-to-read pressure gauge tells in seconds 


if a cap is good or bad or whether there is a leak in 
the cooling system. The bezel adjustment on the 
gauge allows testing from 1 to 30 pounds pressure. 
The new AC Radiator Cap and Cooling System 
Tester is made of durable steel, and it has a heavy 
coating of bright, rust-resistant chrome. 


Your Dealers Get $5.00 Credit 

with Trade-In! 

That’s right! Dealers can trade in their old cap 
tester and receive the new AC Tester for only 


$13.45. Without a trade-in they can get the AC 
Tester at the special low price of $18.45. 


AC SPARK PLUG hp THE ELECTRONICS DIVISION OF GENERAL MOTORS 
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Now! Front-end business’ can 
NEW ALEMITE PORTABLE 


CHECK THE coss-sicur +" 

EXCLUSIVE |—<eab tt 
ADVANTAGES | - 5m 
OF SS 

et View-waer 








BALANCING cc 
EQUIPMENT! = 








be your most profitable service 


MOVES ANYWHERE...WORKS ANYWHERE 
COSTS ONLY 20% AS MUCH AS PIT OR RACK TYPE! 


Are big wheel alignment profits passing you by? Now you 
can cash in—with a minimum investment. You pay so 
little — but get so much. 


@ No construction or maintenance expense 
— no pit or ramp needed. 


e Gives accurate results anywhere — even on floors 
that are not absolutely level. 


@ 100% accurate . . . adjusts caster, camber, toe in, toe out! 
© Easy to use. . . no special training required. 


© Only Alemite offers full One-Year Warranty . . . nationwide 
service facilities . . . factory training. 


e Completely portable — space saving . . . moves 
directly to the job — indoors or out. 


© Versatile. Works on both American and foreign cars, 
light trucks — fits 13” through 18” wheel sizes. 


CORRECTS BOTH UP-AND-DOWN 
AND SIDE-TO-SIDE UNBALANCE! 


NO ATTACHMENTS TO BUY! « NEVER BECOMES OBSOLETE! 
HELPS BUILD EXTRA SERVICE PROFITS! 
GIVES FASTER, EASIER BALANCING! 


Fastest, most accurate wheel balancing ever — 
nothing is added or removed from wheels. 


e Exclusive Hand Strobe Light. Works outdoors or in. 


© Exclusive Pick-up. Shows both up-and-down and side- 
to-side unbalance. 


e Plus these added new advantages. Wheels are spun 
at speeds up to 100 mph. » Dual hand and foot con- 
trols for spinner and brake + New folding handle saves 
storage space. 





1 
’ 
' 
-4 


Alemite Division, Stewart-Warner Corporation, Dept. AS-79 

1850 Diversey Parkway, Chicago 14, Illinois 

[1 Please send me literature on the new Alemite Cross-Sight Aligner 
(. Please send me literature on the Alemite Wheel Balancer 


[) Please have an Alemite representative arrange a demonstration 
of the Alemite Cross-Sight Aligner 


[] the Alemite Wheel Balancer 


Get Complete Details Today! Mail This Coupon 


ALEMITE 


Otrvisto 


NAME 
ADDRESS 


ZONE STATE 


porter rrrrsss reser ==—"="4 
bee ee ee 
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f ) WI'*-maxmic PACKAGED SIGN PROGRAMS 


ANNUAL SIGN CLINIC 


NEARING COMPLETION 


It's the industry’s greatest annual taree-Gay sign and marketing 
event! Mark the dates on your business calendar right now to 
be sure you're clear for these smportant days packed with fresh, 
new selling and merchandising ideas in such fields as pctro- 
leum, beverages, paint and food. 


Spectacular sign-city display 
Outstanding marketing speakers 
Informative group discussions 
Sign production tours 

Smoky Mountain sightseeing 
Gala entertainment 

featuring famous performers 


*WDealer 
Xdentification 


ILLUMINATED PLASTIC 


OUTDOOR SIGNS 
SUCCESS 


pleasti-lime inc. 


Knoxville Tennessee 
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PETROLEUM SALES MANAGERS: 


a 
Has what it takes to build 
really BIG TBA sales and profits! 


If you want to give your dealer organization a deep-down 
incentive for bigger sales and profits, give them The General 
Tire and its complete line of tubes, batteries and accessories. 
Recognized for quality the nation over, General Tire can 
build a bright new future for you and your entire operation. 
Make today the day you decide to go all the way with General. 


e Complete line of passenger, truck and farm tires 

e Consistent and concentrated advertising help 

e@ Complete marketing and merchandising programs 

e Warehouse facilities as near as your nearest telephone 
@ Sales training aids designed to boost sales and profits 











makes your sales 


jump to attention 





write today to: 
L. L. HIGBEE, TRADE SALES MANAGER 


THE GENERAL TIRE & RUBBER COMPANY 


AKRON, OHIO 
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Make 14 months’ profit this year... 


with AVONCHRAFT 


porcelain enamel stations 


Bold words . . . but can we prove it? The answer is yes, emphatically so—because 
with Avoncraft you’re in business as much as two months sooner! With the ex- 
clusive Avoncraft “package” design, it is possible to manufacture quality stations 
of all porcelain enamel in quantities of 1 to 50 or more .. . stations that go up in 


a matter of 7 to 10 working days. Because you're “open for business” sooner, you 


can increase your gallonage and overall sales, while investing in a station that will 
last a lifetime! 


Write for our new full-color brochure, Function & Lasting Beauty 


Avoncraft 


a division of 
AVONDALE 
MARINE WAaAY-6,. £8 8 
VERSATILE BUILDER ON THE MISSISSIPPI 


P. O. BOX 1030 e PHONE UNiversity 6-4561 2 NEW ORLEANS 8, U.S.A. 
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in FLYING 
Debewes 








(Opt 


ee SINCLAIR 


in FUELING 


Jet aircraft are the finest in 
the skies today. To keep them 
there requires the very best 
in aircraft fueling service 
and refueling equipment. 


At most of the nation’s major 
air terminals you'll find 
Standard Steel Works name 
on the Refuelers used by 
these famous names in 
Fueling Service. 


u Finoel 
in FUELERS 


AS _— 


\ —Ne 


Standard Steel Works; | 
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MWe os tI Re ee ee mmmmmem 
<> | ANTIFREEZE 


simulated driving conditions are just one of the rigorous tests given 
antifreeze formulations during the course of their development. Constant 
research in Dow's Laboratories seeks to improve cooling system protection. 


TESTING NEVER STOPS. This picture illustrates a unique bank of 
radiators that run 24 hours around the clock checking the protection 
qualities of various formulations on metal and rubber parts. These 


ANTIFREEZE: WHY DOW? 


Because Dow research 
constantly improves 
cooling system protection 


Dow’s Automotive Chemicals Development Labora- 
tories have the full time job of keeping antifreeze 
formulations up to date. They have filled this role 
for many years. It is part of a continuing program on 
Dow’s part to make sure that any changes in engine 
or cooling system design are reflected in new formu- 
lations. 


One major laboratory is located in Midland, Michi- 
gan, just 120 miles from Detroit, heart of the auto- 
motive center of the U.S. Dow technicians keep in 
close touch with automobile manufacture and design 
developments. This vital information is always avail- 


62 (To obtain more data on advertised products see page 142) 


able to Dow customers and their research staffs. 


Dow’s antifreeze philosophy is simply this: Produc- 
ing a quality product alone is not enough. We must 
keep the product abreast of technological changes. 
We owe this service to our customers. 


Antifreeze marketers from all over the United States 
and Canada frequently consult with Dow technicians 
on the newest developments in new formulations as 
well as cooling system changes. It is this atmosphere 
of cooperation that has developed outstanding prod- 
uct sales successes for many Dow customers. 
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VAST PRODUCTION FACILITIES BACK RESEARCH. 
Dow's five ethylene glycol producing plants loom large in the back- 
ground of antifreeze research projects. Dow has a vital stake in the 
future of newer and better formulations. By improving cooling system 
protection, Dow is insuring its customers of healthy, booming markets 
in years to come. 


/ a, 


THE HEART OF THE AUTOMOBILE INDUS- 
TRY. Located conveniently near Detroit, Dow tech- 
nicians meet frequently with top automotive engineers 
and design personnel to discuss possible and probable 
developments in both engine and cooling system de- 
sign. This information is a guide to our research and 
enables us to be of greater service to our customers. 





j ; 


Se | " ix, DOW CHEMICALS 


1 ao 3 a BASIC TO 


ee a , | AUTOMOTIVE NEEDS 
ante } 


WHATEVER THE FORMULA. Many Dow customers have their own Synthetic Lubri ' 
company specifications. Still others prefer one of Dow's own formulations. ynthetic Lubricants 
Whatever a customer's requirement or preference, Dow is in the business of Hydraulic Fluids 

producing top quality products, when and where needed. 


Antifreeze * Brake Fluids 


Viscosity Index Improvers 


THE DOW CHEMICAL COMPANY - MIDLAND, MICHIGAN 
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A New Concept in Double Reduction 


FIRST 
REDUCTION 


eM ~ i= 4-) Oe Ci -t- le) 


Truck Axles 


SECOND 
REDUCTION 


Tame aa t-tal-it-i a4 


Eaton Planetary Double Reduction 


Gives You these I mportant Benefits! 


Save We i Gg ht — Size for size, Eaton PDR 


Axles weigh less than conventional herringbone or spur 
gear axles, permit truckers to haul more legal payload. 


L a st L on g e Pin Eaton PDR Axles, gear 


tooth loads are equally distributed over four rugged “planet” 
gears; stress and wear are reduced, resulting in materially 
longer axle life. Eaton's forced-flow lubricating system 
provides positive lubrication to all moving parts, even at 
slowest vehicle speeds—a feature not available in other 
double reduction axles. 


Cost Less to Maintain 


—When and if repairs are necessary, parts are readily 
available—most of them interchangeable with other Eaton 
Axles. Simple construction—similar to the famous Eaton 
2-Speed Axle, with which all truck service men are familiar 
—holds maintenance labor to a minimum. 


Previously, double-reduction axles have been 
available only in the extra heavy-duty sizes. 
Eaton PDR Axles are available in a wide 
range of sizes—the last word in equipment to 
meet the demands of today’s hauling condi- 
tions. By actual comparison they cost less to 
buy, less to maintain. They have established 
outstanding performance records in all types 
of heavy-duty operation. 


Ask your Truck Dealer ror 
Complete Information about 
Eaton PDR Axles 


AXLE DIVISION 








CLEVELAND, OHIO 


EATON MANUFACTURING COMPANY 
64 
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but it is THE EASY WAY 
TO SELL MORE T.B.A:! 


BECAUSE U. S. Royal gives you the complete 
quality tire line re-engineered for today’s safe 
driving... with the performance features your 
stations’ customers want. 


BECAUSE the U. S. Royal T. B. A. Program is 
designed to help your dealers increase sta- 
tion traffic, build extra sales and profits. 


BECAUSE U.S. Royal gives you maximum 
selling help, providing powerful merchandis- 
ing and sales promotion support for your 
dealers. 


BECAUSE U.S. Royal, with experience 
gained in many years of working with oil mar- 
keters, provides an efficient, flexible method 
that supplies the right service, tailored to your 
dealers’ needs. 


Rockefeller Center, New York 20, N.Y. 
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W |-R “VAPOR-FLO” MOTORPUMP 
= HANDLES AIR or GASES... 


“VAPOR-FLO” 
IMPELLER 


The ‘“Vapor-flo’ Motorpump handles 
air or gases because it is designed with 
a patented diverging impeller with 
fewer vanes. Any air or gas passes 
through the pump without vapor binding. 


Complete data on the new I-R 
“"Vapor-flo” is contained in 
Ingersoll-Rand’s latest catalog 
on Motorpumps for Gasoline or 
Fuel Oil Handling. Send for your 
copy today. 


Ingersoll-Rand ‘'Vapor-fio”’ 
Motorpump with threaded connection. 
From 2 to 7' horsepower. 


FOR TRANSPORT UNLOADING 


On installations where vortexing or 
vaporizing of gasoline or fuel oil occurs, 
the new I-R “Vapor-flo’’ Motorpump has 
the amazing ability to handle and 
discharge vapors—while continuing to 
pump liquid! 


EFFICIENT and ECONOMIC 


Exclusive ‘‘Vapor-flo’’ design gives you 
20% more efficiency over ordinary self- 
priming pumps, and you save 20% to 
30% in cost! ‘‘Vapor-flo” brings new 
efficiency to transport unloading by pro- 
viding faster, more economical handling. 





Ingersoll-Rand 


11 Broadway, New York 4, N.Y. 


9-964 
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Stran-Steel Buildings... 
rea 
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MATCHED TO YOUR BUSINESS ... UNMATCHED FOR LOOKS! 


What are you planning? A supermarket, truck terminal, 
warehouse? A factory or automobile dealership? Middle- 
sized or massive, these modern Stran-Steel structures set 
high standards for building efficiency and beauty. They 
can be specifically designed for your business. And they 
are custom-styled in your choice of six factory-applied 
baked-on colors—lustrous colors that give these buildings 


a distinctive beauty. 


Dept. NPN-36 


STRAN-STEEL CORPORATION 


Detroit 29, ae e Division of 


NATIONAL STEEL alg CORPORATION 


DEALERS EVERYWHERE 


Stran-Steel buildings are precision mass-produced, erected 
and expanded with surprising speed, need little main- 
tenance. The complete building can be financed on a 
special 5-year purchase plan—with only 25% initial 
investment. Want more facts? Return the coupon or call 
your Stran-Steel dealer. He’s listed in the Yellow Pages 
under Steel Buildings or Buildings—Steel. 


Stran-Stee!l Corporation, Dept. NPN-36— Detroit 29, Michigan 

Please send complete literature on Commercial and Industrial 
Buildings in Stran-Satin Color. 
Name 

Title 

Company 

Address 

City 


County 
State 








1 | 
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BUY THEN 
Most People Do 


EVER-TITE COUPLING CO. INC., 254 WEST 54th STREET, NEW YORK \9, WN. 


z 
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Ahead of the News 


IN WASHINGTON 





Roosevelt Looks at Oil Distribution—Rep. James 
Roosevelt (D., Calif.) seems to“be getting ready for an 
investigation of oil distribution practices later this 
year. He’s sent out a questionnaire to petroleum indus- 
try suppliers and organizations representing retail 
dealers, wholesalers and jobbers. Roosevelt wants to 
get (1) existing distribution practices affecting small 
business concerns within the industry and (2) infor- 
mation on changes in industry practices that may have 
taken place since he held hearings in 1957. At that 
time he warned oil marketers—particularly major sup- 
pliers—to “clean house,” holding divorcement over 
their heads. NOJC will answer the questionnaire. Says 
general counsel Otis H. Ellis, “The commercial ac- 
counts situation will be mentioned, insofar as questions 
refer to it.” 
& 


Depletion Probe—Oil’s 27.5% depletion provision 
will be scrutinized publicly by Congress this fall. It'll be 
one of several subjects aired at hearings of the House 
ways and means committee beginning Nov. 2. Subject 
is federal tax structure. With Congressional support 
for a reduced depletion allowance, these hearings could 
tip the balance one way or the other in crucial 1950. 
Committee chairman Mills (D., Ark.) says interested 
parties will be given a chance to express their views 
publicly before legislation is proposed. 


AROUND THE COUNTRY 





Texaco-Superior Merger—The proposed merger of 
Superior Oil Co. of California with Texaco won’t have 
a direct effect on oil marketing since Superior doesn’t 
have any marketing of its own. It would give Texaco 
the crude production and reserves of a large independent 
producer, one of the most successful in the country. 
Acquisition of Superior’s extensive holdings gives 
Texaco good long-range insurance on reserves, but 
for the present will load marketers with considerable 
material to dispose of—since Texaco’s crude balance 
is strong. 

& 
Gasoline with Groceries—One of the larger Eastern 
grocery chains may install service station facilities at 
new supermarket locations. Getting ready, it’s study- 
ing the economics of service station operation now. 

2 


Capital Spending Jumps—Capital expenditures are 
rising at such an accelerated rate that the momentum 
will continue into 1960, probably making it a record 
year. That’s the prediction of informed economists. So 
far, the capital outlay in oil marketing has not kept 
up with the general pace this year, though it’s ahead of 
1958. A quick peek at some 1960 budgets, still in the 
planning stage, indicates marketing expansion will ex- 
ceed this year’s. 
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West Coast Case: Finale 


A CONSENT DECREE all but ends the important 
anti-monopoly case against seven West Coast major 
oil companies, knocking around the Federal court 
for about nine years. Actually the consent decree 
comes as an anti-climax because — for the most 
part — it affirms the status quo, in the opinion 
of industry observers. 

The decree does three things: (1) prohibits 
price-fixing, which the defendants disclaimed all 
along; (2) prohibits “exclusive dealing” contracts, 
which defendants say don’t exist, and (3) provides 
minimum three-year leases with dealers. That last 
point is new for most companies. 

The U.S. Department of Justice actually lost the 
case last November when the judge ruled out 
marketing divorcement — DJ’s big objective. 

If divorcement didn’t work out, it might cause 
irreparable damage to an intricate marketing setup, 
ruled U.S. District Judge James M. Carter, em- 
ploying his now classic phrase, “You can’t unring 
a bell.” 

As a technicality, the case against Texaco is still 
on the docket because Texaco didn’t go for the 
consent decree. 











Road Mileage Climbs—Vehicles in the U.S. should 
travel a record 700-billion miles in 1959, says the 
Bureau of Public Roads. This would be a 5.25% 
increase from the 665-billion traveled in 1958. Visual- 
izing what a vast figure 700-billion vehicle miles is, 
the bureau pictures a convoy of 400 vehicles leaving 
Portland, Me., for Portland, Ore., every minute of the 
day and night througout the year. In an analysis of 
1957, data, the bureau estimates the average passenger 
car was driven 9,391 miles, consumed 652 gal. of gaso- 
line and got 14.4 miles per gal. 


Bottom Loading Spreads— Airlines are said to prefer 
bottom loading for aircraft refuelers. They figure it will 
give them faster turnaround for their tank trucks at 
airport bulk storage. 
* 

Changing Tax Collections—New support for chang- 
ing the gasoline tax collection level is in the making. 
Jobbers have been trying to get legislation that would 
allow them to pay federal taxes when they sell product 
instead of when they buy it. Both the API’s Committee 
on Public Affairs and several key major suppliers favor 
this change in principle. Full backing by some com- 
panies wasn’t forthcoming, however, because of what 
were felt to be flaws in proposed legislative changes as 
drawn up. Now this block may be removed. A study 
committee has been assigned to improve mechanical 
details. With big-company and API support for the 
proposal, most jobbers feel it has a better chance of 
being passed. 


More Ahead of the News 
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Ahead of the News 


More Big Sellouts Coming--A number of inde- 
pendent refineries in the Midwest and West Coast are 
reported ready to merge or sell outright. One, a big 
Michigan refiner-marketer, is said to be in the process 
of working out a deal (for another big Michigan 
merger, see page 81). Many marketers are watching 
Jersey Standard closely, think the time may be right 
for another addition to its list of ex-independent 
subsidiaries. 





os 
New-Car Specs—Gasoline tank intake pipes on most 
of the new model passenger cars will accept filling 
rates of 15 gpm. For the first time, gasoline dispensing 
pumps will be able to operate at full-rated capacity 
instead of the traditional half speed. And more of the 
new cars will have fillpipes at the center of the rear 
bumper. 

e 
That Gas Rate Hike—Fuel oil distributors are sorry 
the Supreme Court rejected a natural gas price in- 
crease; but they feel it is still just a matter of time 
before a similar hike becomes effective. The high court 
threw out a contract approved by the Federal Power 
Commission that would have allowed four gas pro- 
ducers to raise their rate on Gulf Coast gas sold to 
Tennessee Gas Transmission Corp. for distribution in 
the East. The case goes back to FPC for more hear- 
ings. Many fuel oil distributors believe gas rates 
eventually will go up to cover higher costs, making 
fuel oil more competitive. 

e 
Jobbers Form Investment Firm—The Texas Oil 
Jobbers Assn. is forming a Small Business Investment 
Corp. Purpose: to furnish investment and loan oppor- 
tunities for jobbers and marketers under a program of 
the Small Business Administration. This program 
was passed by Congress last fall. The association is now 
getting investment fund pledges. It needs a minimum 
capital requirement of $150,000. 

A 6 

Texaco in the 49th—Texaco, Inc., begins this month 
retailing a full line of oil products in Alaska. At least 
two service stations are scheduled to be opened this 
month and a chain in the next few months, says H. E. 
Paul, Texaco Pacific Coast assistant general manager. 

* 
Exhaust Control — A practical device to cut gaso- 
line exhaust fumes may be on the market soon. 
Chrysler Corp. and Thompson Ramo Wooldridge 
have undertaken commercial development of an “ex- 
haust afterburner.” The Los Angeles air pollution 
control district has found a prototype of this device 
90% effective. The object now is to reduce the 
cost, size and complexity of the experimental after- 
burner, 

e 
New Integrated Oil Company?—Western Natural 
Gas says it’s out to build an integrated oil company. An 
established producer, Western has just purchased Pre- 
mier Oil & Refining, a well-known independent mar- 
keter in North and East Texas. Price: $8,850,000. The 
Premier acquisition gives Western three refineries, about 
700 stations, and three pipelines and gathering lines. 


70 


Aluminum Cans—A switch to aluminum cans seems to 
be under way in oil marketing. Many oil companies 
are placing trial orders with can makers. Among 
them: Mobil, Amoco, Phillips, American Petrofina. 
Esso is already using them in some areas. One aluminum 
company, Reynolds, is banking on a trend to quart-size 
aluminum oil cans to boost the metal’s share of the 
over-all can market to $200-million (10%) by 1965. 
Now aluminum’s share is only $4-million (0.3%), 
scarcely any in oil. Reynolds’ sales pitch to oil is based 
not on consumer preference for aluminum cans but on 
claimed dealer preference. Dealers are said to feel 
aluminum cans are easier to open, don’t rust, and can 
be sold for a profit. Aluminum empties can be sold 
for about 0.5¢ each to trash collectors while dealers 
have to pay to have steel cans hauled away, Reynolds 
reports. 
e 
Golden Eagle Returns—Golden Eagle brand is com- 
ing back to the West Coast after an absence of two 
years. It’s being introduced this month in Los Angeles 
basin. Later the brand will enter San Joaquin Valley, 
San Francisco. Eventually it’ll extend into five Western 
states, says John Shaheen, president of Golden Eagle 
Refining Co. 
eo 


Which Way for Oil-Heat Promotion?—Unless 
more Midwest major and independent refiners support 
National Fuel Oil Council’s oil-heat promotion pro- 
gram, it stands a good chance of becoming strictly an 
East Coast endeavor. Suppliers now in NFOC say 
they’re supporting local oil-heat promotion programs 


in the Midwest even though they have only 30% of 
the distillate market there. Companies controlling the 
other 70% of that market haven’t shown much interest 
in the oil-heat program so far. 

@ 


‘Powerful Innovation’—A major oil company and a 
big shopping center operator have reached an agreement 
for the building of 100 service stations in shopping 
centers across Canada. In a unique $4-million deal, 
British American Oil Co. will build and equip service 
stations on land furnished by a subsidiary of United 
Principal Properties Ltd., Daval Petroleums Ltd. UPP 
will repay B-A Oil over 20 years and split the profits 
of Daval’s operations 50-50 with the individual service 
station operators. UPP president D. E. Bennett de- 
scribes the unique deal as a “powerful innovation” for 
firms owning choice city land too expensive for the 
usual service station operation. 
e 


Computing Fuel Oil Meter Coming—A large East 
Coast heating oil jobber expects to get a computing 
ticket printing head for fuel oil truck meters within 
six to eight months. The jobber has awarded a $10,000 
contract for the development of such a computer to 
Stavid Engineering Co. In addition to computing cost 
of each oil delivery on the meter ticket, the device 
would show total dollar sales, total tax, and total of 
both. The aim is to eliminate ticket price extension 
work at the office and save the cost of mailing tickets 
to accounts. 
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Petroleum Indicators 








NPN PRICE AVERAGES* 
Refinery/Terminal 
(¢ per gal.) 


June May June 
1959 1959 1958 





Gasoline 

(regular) 11.60 11.70 11,14 
Kerosine .. 10.96 11,37 
Distillate .. 899 9.43 
Residual .. 4.64 4,77 
4 principal 

products. 9.05 9.26 
Lube oil ... 21.53 21.53 
Crude at well 

($ per bbl.) 2.92 2,92 


*Weighted average price, 

pal markets. Crude prices middle 
of month, not monthly average. 
¢Through June 19. 























MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) June 1959* May 1959 June 1958 


Finished and unfinished gasoline (thous. bbl.) 203,273 186,276 
Kerosine (thous. bbl.) 25,325 24,167 
Distillate fuel oil (thous. bbl.) 111,930 98,959 105,311 
Residual fuel oil (thous. bbl.) 54,439 54,939 63,864 
Crude oil—B. of M. (thous. bbl.) 263,164 262,407 253,550 


Refinery Activity 


Crude runs to stills (thous. bbl. daily) 8,061 7,820 7,527 
Foreign crude included (thous. bbl. daily) 993 898 980 
% of refinery capacity operated 833 808 827 


Refinery Output 
Gasoline (thous. bbl. daily) 4,109 3,079 3,853 
Kerosine (thous. bbl. daily) 274 205 233 


Distillate fuel oil (thous. bbl. daily) 1,794 1,373 1,611 
Residual fuel oil (thous. bbl. daily) 948 743 911 


Crude Supply 


U. S. crude oil production (thous. bbl. daily) 7,018 7,186 6,341 
Crude oil imports (thous. bbl. daily) 1,010 920 960 


*Through June 19, except crude stocks, June 13. 
Source of Data: API Weekly Reports, except 1958, Bureau of Mines. 


MONTHLY MARKET TRENDS 


Latest Month Previous Month 
Exports of crude and refined products (thous. bbl.) ........... 7,475 (March) 6,536 
Average station gasoline price, ex tax (¢ per gal.) 21.16 (June) 21.14 
Service station sales—all commodities ($-million) 1,469 (May) 1,348 
+Gasoline consumption (million gal.) 4,306 (Feb.) 4,605 
Passenger cars—domestic shipments (thous.) 575 (April) 564 
Trucks and buses—domestic shipments (thous.) 99 (April) 93 
Automotive replacement tire shipments (thous.) 7,297 (April) 7,103 
Replacement battery shipments (thous.) 1,386 (March) 1,791 
Oil burner shipments (thous. ) 44 (March) 45 


+Excludes Alaska. 
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Supply and Demand 


Can Supply-Demand Balance in '59? 


Depends on crude runs the next 
month or so. Now they're high 





(CRUDE RUNS to refinery stills the next few 
weeks hold the key to supply-demand balance 
in oil marketing for 1959, 

With midyear approaching, product demand was 
holding up and even exceeding first-of-the-year 
estimates in some cases. Actual total demand for 
the first quarter, reported by the Bureau of Mines, 
was almost 7% greater than that of the same 
period in 1958. Gasoline shipments from refineries 
were about 6% larger, distillate fuel oil almost 
3% greater and residual fuel oil 19% greater. 

Most authorities now forecast a 4% to 5% 
over-all gain in product demand for 1959. At the 
start of the year, 4% was a top estimate. Several 
factors point to continued industrial expansion in 
the last half of 1959 and into 1960. 

these favorable conditions, crude runs 
to stills for the first five months have been 8.1% 
larger than they were in the same period of 1958. 
Average daily runs have been 8,030,000 bbl., com- 
pared with 7,040,000 bbl. through May 1958. 
This is higher than was forecast at the start of 
the year. 

A hopeful sign of readjustment is the reduced 
crude runs in June. The Bureau of Mines estimates 
7,750,000 b/d was charged to stills. Usually crude 
runs rise seasonally in June. 

To balance supply and demand in the last half 
of 1959, crude runs of 8,250,000 b/d are estimated. 
The chart above right shows crude runs this year 
and last and also the early forecast by quarters of 
runs for the rest of 1959. 


The high rate of operations so far this year 





How 1959 Compares with 1958 
(000 Bbi.) 


GASOLINE STOCKS 
Refining May 29, May 30, 
District 1959 1958 
East Coast 46,980 45,342 
Gulf Coast 37,930 34,801 
Total Coastal 84,910 80,143 
North Central* 42,788 42,768 
Okla.-Kans.-Mo. 19,334 17,156 
Other Inland 26,845 26,427 
Total Inland 88,967 86,351 
U.S. Except 
West Coast 
West Coast 29,263 26,861 
Total U.S. 203,140 193,355 


* Includes Ind.-Ill.-Ky. etc. and Minn.-Wis, and Dakotas. 
Data: 1958, Bureau of Mines; 1959, API. 


% Increase 


173,877 166,494 
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CRUDE RUNS are 8.1%-_higher than they were last year at 
this time. The big question: Where do they go from here? 


has caused a buildup of refiners’ stocks of prin- 
cipal products—gasoline, kerosine, distillate fuel 
and residual fuel oil. Their total on May 29 was 
379,383,000 bbl., almost 4% greater (14,318,000 
bbl.) than on May 30, 1958. Gasoline inventories 
at refineries May 29 were 203,140,000 bbl., 5.1% 
larger (9,785,000 bbl.) than on May 30, 1958. 
Distillate fuel oil stocks were 97,544,000 bbl., 
11% greater (9,686,000 bbl.) than the year before. 
Only residual fuel oil showed a decline: from 
61,383,000 bbl. May 30, 1958, to 54,669,000 bbl. 
May 29. This was due to a large increase in de- 
mand this year. 

Gasoline stocks reflect the high rate of operations 
in certain districts. This is shown in the table at 
lower left. 


Largest increase in crude processed during the 
first five months of 1959 was in the Texas and 
Louisiana Gulf Coast districts. Here runs were 
2,599,000 b/d, 13.5% greater than in the same 
year-earlier period. Gasoline inventories in these 
districts May 29 were 37,930,000 bbl., 9% larger 
than on May 30, 1958. 


The East Coast district shows a moderate in- 
crease in runs this year, and a gain in gasoline 
inventories of only 3.6%. 

For the combined Gulf and East Coast areas, 
crude runs this year have been 9.1% larger, and 
the buildup in gasoline inventories brought the 
total May 29 to 84,910,000 bbl., 5.9% larger 
than on May 30, 1958. 

The inland refining districts increased operations 
relatively little this year. Their gasoline inventories 
May 29 were 88,967,000 bbl., only 3% greater 
than on May 29, 1958. a 
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When you market 
aerosol-packed 
petroleum by-products 


Count on Crown 





The Crown Spra-Tainer, once an exciting novelty, is now a 
valuable marketing tool adding new glamor and convenience 

to many products. Crown is the only source of both seamless and 
fabricated containers. For expert technical assistance and 

quality .. . not only in aerosols but in conventional and many 
other types of cans . . . count on Crown as a major source. 


The pioneer in aerosol 
cans...Crown has more 
- aerosol container expe- 
rience than any other 
company in the world. 


crowns + closures » machinery 
wry CROWN CORK & SEAL COMPANY, INC., 9300 Ashton Road, Philadeiphia 36, Pa> 
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It really rolls in 


for Sinclair Distributors! 


As soon as you acquire the Sinclair franchise, the 
entire Sinclair Organization is primed’to help you 
get rolling — and keep rolling. 


You get the kind of financial help and administra- 
tive aid you need. You get assistance in bulk plant 
operation and service station development, too! 


To build extra fuel oil, industrial and farm gal- 
lonage, Sinclair puts a complete sales training 
package at your disposal. 


You'll be tough on competition, too. The Sinclair 


brand is pre-sold by one of the most aggressive 


advertising and promotion campaigns in the oil 
business, 


Right now, in Sinclair’s 36-state marketing terri- 
tory, there are ripe opportunities for alert, profit- 
minded businessmen. Why don’t you find out how 
you can share in Sinclair’s billion-dollar business? 


For the complete picture, write 


SINCIOUT x = 


Hetining Company 


600 Fifth Avenue, New York 20, N. Y. 


74 (To obtain more data on advertised products see page 142) NATIONAL PETROLEUM NEWS ° July, 1959 





Remember Titusville 





F OR MANY PEOPLE, Titusville is synonymous 

with crude production because that’s where 
Colonel Drake brought in the first well, 100 years 
ago next month. 


Marketers should pay heed, however, because 
Titusville really symbolizes the origin of the entire 
industry, of which marketing has become an in- 
tegral part—the most important segment of all, in 
the eyes of many. 

To commemorate the industry’s 100th anniver- 
sary, an impressive program has been prepared for 
next month at Titusville, under the direction of Oil 
Centennial, Inc. Principal speaker will be U. S. Vice 
President Richard M. Nixon. A noteworthy event 
will be a ceremony for the issuance of a special 
commemorative postage stamp. Another attraction 
will be a broadcast of the Dave Garroway TV 
program “Today” from Titusville. Highlight will be 
the burying of a time capsule, containing significant 
industry objects, which will be sealed Aug. 27 for 
opening in the year 2,000. 


Good for Consignees 





Ane BOUQUET of posies is due the com- 

mission wholesalers’ committee (known offi- 
cially as the commission wholesale marketers ad- 
visory committee of API). 

It made still more progress toward becoming an 
effective group, at the last API marketing division 
meeting. Under the chairmanship of Leonard Allen, 
Houston commission agent, the committee staged 
one of its most constructive programs. 

The committee still has problems: the biggest is 
attracting a stronger turnout of commission whole- 
salers. 

Since they know what the problems are, the 
committeemen should come up with a solution. 
Then it will be as lively and productive as some 
of the better-established groups. Meanwhile, it de- 
serves the support of all factions of marketers to 
get it rolling. 
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Numerous centennial observations have taken 
place since Jan. 1 and will continue until the year 
is out. It’s the theme of most current oil industry 
meetings. 

Nevertheless, Titusville and its celebration take 
on special significance because they become a fo- 
cal point for the centennial year. It’s to the credit 
of industry-spirited men in Pennsylvania who or- 
ganized Oil Centennial, Inc., and who solicited sup- 
port from companies throughout the U. S. to go 
ahead with the big program. 


It’s worth your while to go to Titusville for the 
celebration if you can, or at least to take note of 
the proceedings. The spirit of the occasion is sum- 
med up in the centennial slogan: Born in freedom, 
working for progress. 

What’s more, it’s a living for most of us. 

(The industry centennial will be the theme of 
the August NPN, which will highlight several fea- 
tures keyed to the centennial. ) 


Worthwhile Developments 





Au THE WELTER of bickering and polit- 
ical clashes which characterized the NOJC 
and API meetings this season, two positive, prac- 
tical developments overshadowed the interfactional 
strife. (For an analysis of the strife, see page 79.) 

1. A new fuel-oil trade association received a 
stamp of approval. This will consolidate the func- 
tions now performed by numerous fuel-oil groups. 
(Details on the so-called “One-Roof Plan” ap- 
peared in the June 59 NPN, pages 83 and 105.) 

2. The industry accepted a new concept for mo- 
tor oil changes. Gone is the 1,000-mile policy. In 
its place is a “30-60 program”: a change every 30 
days in winter, every 60 days the rest of the year. 
Furthermore, the industry has scrapped the 1,000- 
mile idea and has adopted a 2,000-mile interval. 

Both are milestone developments in oil mar- 
keting. 








the world 
of Kenneth Goodwell... 


an almost average 
oil jobber in a 
$30 billion market 


Kren GoopwELL and his Good Oil Co. are 
typical of the roughly 8000 to 10,000 oil job- 
ber companies so vital to the marketing of 
petroleum. National Petroleum News made 
a survey to get an illuminating composite of 
the “average jobber.” Then a search was 
made to find the company that best fit the 
picture painted by the statistics. 

Obviously, many jobbers have more than 
exactly 10.7 employes, or own more than 
3.12 service stations, 1.3 bulk plants or 6.3 
pieces of rolling stock; but in most categor- 
ies Good Oil comes close to the average. 
Ken’s company sells 142 million gallons of 
gasoline each year, 550,000 gallons of kero- 
sine, 700,000 gallons of fuel oil. Its total an- 
nual volume is $625,000 — $90,000 of which 
is from tires, batteries and accessories. 


Oil jobbers, together with their market- 
ing management counterparts in the major 
oil companies, do almost all the buying and 
specifying of oil marketing equipment. And 
this is big business: the 1959 oil marketing 
market will include capital expenditures 
16% higher than 1958 — $469 million — and 
retail service station sales of $17 billion. 

If you want to reach this market, you 
should use National Petroleum News — the 
longest established magazine devoted ex- 
clusively to oil marketing. NPN’s 9 full- 
time editors and 72 contributors continually 
turn out the kind of stimulating editorial 
material that produces money-making, 
money-saving ideas for the oil marketing 
manager. If you want more information on 
Ken Goodwell and the market he represents, 
write for our booklet, “An Almost Average 
Oil Jobber.” 
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ATTENTION! 


Mr. Petroleum Distributor 


Do you have any problems with respect to... 


WORKING CAPITAL? 
MANAGEMENT AND PERSONNEL? 
SOURCE OF SUPPLY? 

QUALITY OF PRODUCT? 


We represent an integrated oil company who will 
consider establishing financial and supply 
relationships with independent fuel oil and 
gasoline distributors operating along the 


Atlantic Seaboard. 


All replies will be treated in strict confidence 


and should be addressed to 


C.P.A. 
Box #759 
National Petroleum News 


330 West 42nd St., New York 36, NLY. 
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*TWIN-AIR MODEL, 
WORKHORSE of the 
tire industry 


lf, you could slice the 5-inch Coats Air Cylinder in half 
and compare it with others on the matket, you would 
easily see why it out performs and out-lasts competitive 
units. That’s why Coats gives you the best guarantee in 
the industry. 





. = 


HOW IT WORKS FOR YOU 





(1) 
The Twin-Air Tireman loosens both beads entirely by air 
power. Super leverage cam-action, combined with the 
terrific power of compressed air, gives you the fastest, 
(2) ; 
easiest bead loosening ever devised. Simply depress the 
: valve pedal and let air power do the rest. Wide steel 
(3) shoes go into action instantly, distributing force over a 


large area to loosen all tires,even on the toughest 14- 
inch safety-rim wheels. All tire sizes, from 12 inches up, 
conventional or tubeless, are handled with ease. 
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JACK P. Hennessy 


MPAN INCORPORATED 
Manufect 
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Marketing Unity: Humpty Dumpty Story? 


Analysis of recent free-for-all 
shows a big repair job is needed 
in jobber-supplier relations 


R. JOBBER and Mr. Supplier got involved in an 

old-fashioned free-for-all recently, and in- 
dustry observers are still trying to appraise the 
damage. 

It all happened during Oil Marketing Week in 
Des Moines last May, and it started at the National 
Oil Jobbers Council convention. In his report to 
jobbers, NOJC president Miles M. Mills, Sr., took 
supplying companies to task for what he described 
as the bleakest prospects for independent market- 
ers in his 38 years in oil marketing. Mills, through 


<4 NOJC’s Mills: His ‘4-B’ 


speech... 


. +» drew fire from API’s Guzzo & 


his critical remarks, expressed the sentiment of 
most jobbers present. 


Mills jocularly referred to his report as “my 
four ‘B’ speech”, alluding to his complaint that 
suppliers insist that jobbers tighten their belts. Mills 
then commented, “The jobber’s belly button is al- 
ready pressing against his backbone—hence, four 
a? 

(Later Leslie Neal, San Antonio jobber, cau- 
tioned against using the waistline as a measure of a 
jobber’s performance. The suppliers, said Neal, 
may equip their sales representatives with tape 
measures “to measure jobbers” waists now, and a 
year from now, to determine how they are doing.”’) 

In the presidential remarks were two passages 
that outraged suppliers. In the audience were spe- 
cial representatives of some supplying companies, 
gathered on invitation from Mills. These are the 
provocative points: 

@ Five major-company marketing vice presi- 
dents have been trying to brainwash jobbers with 
propaganda taken from the same book, said Mills. 
Although he did not name them, Mills was refer- 
ring to Stanley D. Breitweiser, D-X Sunray; C. J. 
Guzzo, Gulf; John D. King, Cities Service (Del.); 
E. H. Lyon, Phillips, and George M. Sullivan, Con- 
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tinental. All have addressed jobber groups this 
year. Each has said jobbers shouldn’t expect to have 
their margins increased; instead, jobbers must 
make their own operations more efficient. 

The majors were incensed by the charge that 
they used “the same propaganda book.” 

@ Mills described a confidential report to the 
API board of directors by Guzzo of Gulf as “hog- 
wash”. As vice president of the API marketing di- 
vision, Guzzo had reported on intra-industry re- 
lations, expressing deep concern over “pervasive 
hostility” in many marketing groups. 

Ironically, Guzzo and Mills in their separate re- 
ports cited similar factors in tracing the blame for 
unsettled intra-industry relations: commercial ac- 
count raiding, station overbuilding, margin squeeze 
and the problem of price marketers. 

Mill’s remarks brought a storm. Guzzo de- 
nounced the “unwarranted and vicious attack on 
the sincere efforts of many of us in the industry 
to face up realistically to the problems of all 
marketers, including jobbers.” 

Barney Majewski, Great American Oil Co., Chi- 
cago, said he apologized in behalf of jobbers for 
Mills’ remarks. Mills immediately retorted that he 
meant what he said and stood by it. Privately, he 
castigated Majewski for representing himself as a 
jobber spokesman. 

It turned out that Mills had not seen Guzzo’s 
API report, but based his “hogwash” epithet on a 
version conveyed by a friend. Later Mills said priv- 
ately he wouldn’t have called Guzzo’s words “hog- 
wash” if he had seen the official version. Some 
criticized him for denouncing a report he hadn’t 
read; he, in turn, blamed the majors for not send- 
ing him a copy. 


<4 Jobber Majewski offered apol- 
ogies ... 


Jobber-supplier differences were placed in focus 
during an API panel session. Participants were job- 
bers George Calkins, Denver, and Francis Schus- 
ter, Indianapolis, and supplier officials Stan Breit- 
weiser and John King. Discussion of commercial 
discounts and station building was prohibited on 








(Begins on page 4 

legal grounds. Since that’s where the trouble prin- 
cipally lies, observers remarked, inability to discuss 
these issues points up inability to. come to grips 
with the central problem. 

By midweek, feeling between jobbers and sup- 
pliers was running high, and the situation seemed 
explosive. What disturbed a number of majors was 
the blanket indictment. No credit was accorded the 
companies that have really tried to improve the 
jobber’s position and to improve jobber-supplier re- 
lations, they said. 

“We were kicked in the teeth, along with the 
companies that don’t go in for jobber distribution 
and don’t care about jobbers,” said one top offi- 
cial. “That not only hurts, but it’s hard to explain 
to top management.” 


Some suppliers took exception to a “share-the- 
wealth” passage in Mills’s report, saying it was un- 
realistic. (“The majors had better tighten their own 
belts,” stated Mills, “and in so doing release enough 
of that fat excess profit to accomplish a fair dis- 
tribution of the over-all profits in the industry to 
fill the hungry bellies of their front-line soldiers and 
salesmen, namely, their dealers, commission whole- 
salers and jobbers.”) 


A Thursday-night dinner given by Esso’s Bob 
Goodykoontz for the API jobber advisory com- 
mittee (of which he is chairman) became a veritable 
love feast. Antagonism was softened by the festive 
mood. Mills and Guzzo, seated next to each other, 
thrashed over their differences. Afterwards, their 
differences still persisted, but at least there was the 
satisfaction of a give-and-take discussion. 


In the windup program on Friday, jobber Leslie 
Neal put many of the pieces together. He said, 
in effect, that jobbers and suppliers are both to 
blame for ragged relations. Using polite language, 
Neal said suppliers were shirking their responsibil- 
ity to independent marketers because, he said, they 
can do more about it than jobbers. He exhorted 
therm to meet their responsibility. 


In his closing remarks, Guzzo reiterated his con- 
stant plea: marketers should try to resolve their dif- 
ferences within the industry. 


How much did relations between the two groups 
suffer? A few saw the whole episode as a healthy 
release of opinions. However, some said relations 
had been set back five years. Others said the jobber 
advisory committee is no longer a useful forum be- 
cause the vital issues cannot be debated there within 
the law. And others believe mutual confidence, 
which was growing, has been shaken. 


Generally, the feeling seems to be that a break- 
down in practical relations between the two groups, 
threatened on Monday, was forestalled by Thurs- 
day. But there is serious doubt whether the rela- 
tionship can withstand another such strain for some 
time to come. Like the accident that befell Humpty 
Dumpty, it may take a long time to restore a tenu- 
ous understanding built up patiently over many 
months and shattered by a few phrases. 


More Jobber Sellouts 


Majors continue dogfight 
for controlled gallonage 


THE BIG GRAB for controlled distribution is 
getting bigger. Major acquisition of independent 
companies is already an established trend (NPN— 
April, p120). It’s been accelerated by these recent 
deals: 


e@ Continental Oil has purchased F. P. Kendall 
Co., Chattanooga, Tenn. Organized in 1945, 
Kendall employs about 650, markets under the 
“Kayo” brand through 170 stations throughout the 
Southeast. Conoco will retain present management 
and marketing policies as well as the Kayo brand. 

e Humble Oil & Refining has purchased 
Sahuaro Petroleum and Five-Star Oil, both owned 
by Doyle Willis of Scottsdale, Ariz. Sahuaro had 
been a Gulf distributor with 85 stations, and will 
be converted to Humble’s brand. Five-Star sold 
under that name through 40 stations, and will 
probably continue as a private brand operation. 

e@ Tidewater Oil Co. has purchased the George 
W. Hall Sales Corp. of Brewster, N.Y., a Tide- 
water distributor for 30 years. Tidewater gets sta- 
tions, commercial and farm accounts and an inland 
bulk plant at Brewster. Distribution will be han- 
died through a consignee, Lakeland-Merit, Inc. 


Painters put finishing touches on converted Chicago outlet 


New Colors for Phillips 


THE STATION ABOVE, along with 44 other 
Chicago-area units will be the first to sport Phillips 
Petroleum Co.’s new color scheme of red and 
white. The old colors were buff orange and black. 

Timing of conversion for all Phillips stations 
is still up in the air, but Chicago officials had to act 
when the 45 stations of jobber Jack Busch’s Lake 
Shore Oil Co. switched from Mobil to Phillips. 

Phillips’ color change is based on consumer 
preference studies. The orange-and-black shield 
sign has been redesigned and re-colored, too. 
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Speedway stations in Michigan join Ohio Oil’s, as... 


Ohio Buys Aurora 


Merger of Midwest firms 
opens paths to expansion 


IN A DEAL involving almost $40-million worth 
of stock, Ohio Oil Co. has acquired Aurora Gaso- 
line Co., Michigan’s largest independent refiner- 
marketer. The merger was effected through ex- 
change of 875,000 shares of Ohio stock for all 
outstanding Aurora shares. 

Ohio markets Marathon gasolines through 2,700 
outlets (see map). Its few outlets in Michigan do 
not seriously overlap the 600 stations of Aurora’s 
subsidiary, Speedway Petroleum Corp. About 400 
of Speedway’s stations are in the Detroit area. 

Ohio’s 1958 net sales totaled $275-million. 
Aurora’s consolidated net sales (including those 
of Speedway) totaled $85-million for the same 
period. 

What’s Ahead—Ohio Oil president J. C. Don- 
nell II says Aurora and Speedway will be operated 
as an autonomous subsidiary. Speedway’s trade- 
mark, policies and management will be retained. 

Aurora has traditionally purchased 60% of its 
crude requirements from Ohio. It operates three 
Michigan refineries with total capacity of 65,500 
b/d. It supplies 100% of Speedway’s requirements 
and is Michigan’s largest supplier of unbranded 
gasoline and heating oil. It also leads the state in 
supplying industrial oils and asphalt. 

Behind the Merger—Ohio’s Donnell says Ohio 
has more than enough crude oil and is primarily 
interested in controlling a larger market. He also 
notes that the merger should greatly improve 
Aurora's credit position. 

Aurora’s board chairman Max L. Fisher sees 
the merger as an opportunity to expand. “We 
can call on Ohio for help in more aggressive mar- 
keting policies,” he says. “I expect Aurora to be 
much larger in a few years.” 
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Pure Oil's ‘MVP’ Plan 


To improve station productivity, 
salesmen turn into consultants 


TO THE LONG LIST of current alphabetical 
combinations, add another—MVP. It means Man- 
agement for Volume and Profit, and it’s Pure Oil’s 
attempt to (1) make happier dealers and (2) move 
more Pure gasoline. The two are a “mutuality of 
interests,” says Carl Havens, who has charge of 
the program. 

Heart of the program is the training of Pure 
‘salesmen as professional management counselors. 
‘The idea is to improve the productivity of Pure 
Stations throughout the company’s 24-state area. 
Salesmen are currently being brought into district 
\headquarters and exposed to a four-day, 32-hour 
course in analyzing station potential and profit- 
ability. 

Training Plan—Giving the course are Pure’s 
district managers, assisted by the reseller manager 
and a division office coordinator. They use a 
“rifle, rather than shotgun” approach. Each sales- 
man is asked to pick a “problem dealer” in his 
area—generally, a man who is not realizing his 
station’s growth potential. 

Realistic profit and volume objectives are work- 
ed out between salesman and dealer. A seven-page 
station analysis guide is used to study the station. 
This form, prepared by the salesman, covers virtu- 
ally all aspects of operation, including dealer at- 
titude and competition. 

Once evaluated, the station’s position and profit 
objectives are discussed by salesmen at the clinics. 
In attempting to find solutions, two factors are 
taken into account: station personality and station 
health. The first is the motorist’s image of the sta- 
tion, involving appearance, service, dealer attitude. 
The second concerns net profitability as well as 
profit by items—along with record-keeping, finan- 
cial position and financial requirements of the 
operator. 

Solutions vary from station to station, but in all 
cases the approach is systematic. The key is 
another form, this one called “101 Ways to Build 
Volume and Profit.” Pure feels that if this com- 
prehensive checklist were followed to the letter, it 
would result in a highly pleasing station person- 
ality and robust station health. However, company 
Officials say top stations are complying with only 
about 55 of the 101 suggestions. 

Follow-Up—After the group analysis, salesmen 
work with dealers to schedule a corrective pro- 
gram. They check back periodically to observe 
progress and offer further suggestions, if needed. 

MVP is a revolutionary move for Pure. In the 
past it has had a program involving dealer trainers 
who worked with a station during its first few 
weeks. This is now at an end. Dealer trainers will 
still have a place in Pure’s marketing scheme, but 
from now on the key man is the station salesman. 























Spectacular 80-ft sign in Denver heralds 
expansion of a rising brand. 








Profile of ‘a company in a hurry’ 
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TGT's Bay Petroleum: 
Americas Next Big Major? 


Mx STATUS is the goal of Bay Petroleum 

one of the most talked-about companies on 
the marketing scene this summer. Here’s where the 
company stands at present: 


Bay is now in 14 Rockies and Southeast states. 
Look for conversion of Hartol Petroleum’s East 
Coast operations within two years, putting the Bay 
brand in 29 states. 

As an operating division of the huge Tennessee 
Gas Transmission Corp., Bay can already lay claim 
to semi-major status (see box). Marketers have 
been speculating about its long-range aims since 


June, 1955, when TGT bought Bay for about 
$20-million. 

Big Plans—From his Houston headquarters, Bay 
president R. R. Dean provides an answer. “We 
intend to be a substantial integrated oil company,” 
says Dean. “We will pursue an aggressive 
expansion course in that direction.” At present, the 
big emphasis is on wider brand recognition and 
more concentration in existing marketing areas (see 
map, next page). 

Dean says Bay has been “a company in a hurry” 
since TGT purchased it to get into refining and 





537 branded service stations 
About 200 jobbers 

Over 20 coastal terminals 
Two refineries (35,000 b/d) 
Total sales of 85,000 b/d 
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Bay’s markets are in Rockies and Southeast. Conversion of Hartol brand would be big step toward coast-to-coast coverage. 


(Begins on page 82) 

marketing. In the sale, TGT got oil and gas proper- 
ties, two refineries (26,000 b/d), and 256 stations 
—six owned—in Colorado, Wyoming, Nebraska 
and Kansas (Bay headquarters were in Denver 
then). Says Dean, “The refineries were good but 
not up-to-date. The stations hadn’t kept up with 
competition. We had to rebuild and expand.” 

The Building Job—Bay started by modernizing 
and expanding its stations, spreading out to other 
states in the area. Most of Bay’s present 200 job- 
bers are in the Rockies region, and there are now 
about 336 Bay stations there. 

While the Rockies buzzed with expansion ac- 
tivity, Bay invaded the Southeast, where it had 
formerly sold only unbranded. The company made 
its big jump in 1957, when it bought out Citizens 
Oil, a Tallahassee, Fla., private brander with some 
75 stations plus terminal and transport facilities. 
Adopting a pattern it has followed since, Bay re- 
modeled the outlets to conform to its own design 
image, and gradually converted them from Citizens’ 
“Speed” brand to its own. 

Bay built and acquired other new stations. Last 
January, it bought 41 from Gulf Coast Oil Co. of 
New Orleans (total volume at that time: 17-million 
gal. a year). The brand is currently being switched, 
bringing Bay’s Southeast station total to 225. 

Not counting stations under construction, Bay 
now has a total of 537 stations, 262 owned or 
leased. This conforms to another Bay goal: to do 
business on a 50% controlled basis. 

Future Expansion—Next big step in Bay’s plans 
is expected to be conversion of Hartol Petroleum 
Corp., purchased by TGT in October, 1958 (NPN 


—Oct., p73). At that time Hartol sold products 
to over 1,500 jobbers and distributors in the East, 
through terminals from Boston to Wilmington, N.C. 

Hartol was acquired primarily to give Bay an 
outlet for burning oil production, but its facilities 
should backstop Bay’s future gasoline mar- 
keting plans. Hartol now has 16 service stations 
in Connecticut and Massachusetts, operated by its 
subsidiary, Crown Petroleum Corp. of Hartford, 
Conn.* 

Bay officials say their immediate objective is to 
fill in the marketing gaps before extending their 
branded gasoline operation. But looking down the 
road, the expansion pattern seems clear. 

In the West, New Mexico and Arizona have 
been invaded within the past year. That leaves 
only California and Nevada in that direction. Look- 
ing eastward from the Texas border, there are Bay 
stations all the way to Georgia. With Hartol’s facil- 
ities behind them, Bay stations could go at least as 
far up the East Coast as Boston. 

There’s one big gap in the picture—Texas. Al- 
though headquartered in Houston, Bay hasn’t been 
able to work out satisfactory supply arrangements 
in Texas. But there’s little doubt that the Lone 
Star State will get the Bay brand eventually. 


The Fight for Brand Acceptance 


Winning brand acceptance is a bigger problem 
in the Southeast than in the Rockies, where the 


*A former Richfield Oil Corp. jobbership purchased by Hartol 
last November—not to be confused with Crown Central 
Petroleum Co., integrated company based in Baltimore. 
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Daring designs, low prices are striking features of some Bay outlets. This one is in Perrine, Fla. 


Bay brand has been around a long time. Here’s 
how Bay is working to strengthen brand identity. 


Stations—Bay is building and remodeling its 


stations for uniformity of appearance. The aim is 
to fit one of four basic designs to the property. 

The typical Bay station is easily accessible: 
minimum frontage runs 150 ft., with the building 
set far back. Great care is given to landscaping (a 
Tallahassee station was commended on its appear- 
ance by a local newspaper and garden club.) 

Bay prefers highway locations where residential 
traffic is available. The average outlet has six pumps 
on islands spaced well away from the station 
building. Few have wash and lube bays, but most 
have outside lifts. Stations have at least minimum 
transport storage. Most have a separate vending 
area. 

Bay figures $34,000 is a fair investment for its 
better units, excluding land costs. Some stations 
cost more; on the Southeast coast, where hard sur- 
facing is a problem, as much as $4,000 may be 
spent on reinforced concrete driveways. 

Stations are built for low future maintenance, 
with a minimum of paint surface. “We may spend 
more than some when we first put an outlet in,” 
says vice president Leo L. Leabo, “but we expect 
to save money down the line on maintenance.” 

Some Bay stations are built primarily for brand- 
advertising purposes. In Denver, for example, a 
new $150,000 outlet (see page 82) has a $27,000 
electrical sign that sits 60 ft. atop the station. More 
outlets of this type will be built—one to each city 
where Bay figures the advertising benefits will sup- 

(Continued on next page) 
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New Bay stations in Southeast stress landscaping, 
eye appeal, seldom have wash or lube bays. Most 
have long frontage (below); minimum is 150 ft. 


‘ 








Vice president Leabo 
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(Begins on page 83) 
port it. Bay doesn’t expect these outlets to pay out 
in volume. 

Products and Pricing—VP Leabo says Bay’s 
policy is to “meet competition” on quality and 
price. 

In the Rockies, Bay premium and regular runs 
98 and 88 octane; in the Southeast, 98-99 and 
90-91. “We don’t think three grades is the answer,” 
says Leabo, but stations are “stub-nosed in” for 
either three grades or additional pump islands. 

Some marketers who have felt Bay’s price sting 
say competition meets Bay more than Bay meets 
competition. Replies president Dean: “We have 
been accused of being a price-cutter. We aren’t.” 
Without national distribution, Bay feels, some 
price concessions must be made to maintain its 
share of business. 

Who does Bay consider its principal competi- 
tion? Dean says the majors; Leabo figures the big 
private branders have to be considered too. In the 
past, Bay has often posted prices on the nose with 
private branders, big and not so big. But Leabo 
says Bay has discontinued cutting prices on open- 
ings in the Southeast, getting away from “a prece- 
dent that was set before we went in there.” As 
Bay nears major status, chances are it will have to 
go major on prices, too. 

Promotion and Advertising—Bay has been pull- 
ing out all the promotional stops. Its media adver- 
tising budget this year will run about $175,000, 
most of it concentrated in the Rockies (the company 
doesn’t have enough representation in most of the 
Southeast to justify blanket advertising). Promo- 
tion budget will run about $74,000. 

Ad theme is pitched toward men; the big aim is 
to get them into stations. Newspapers are used 


President Dean 


heavily, radio runs second (farm spots, college 
sports). Copy is usually built around prod- 
ucts, but is sometimes tied into promotions. 

Giveaways are used heavily: about 24,000 
orchids were given out on Mothers’ Day in four 
Rockies states. In the Southeast, pots, pans and 
glassware are sold at low prices as traffic builders. 
A Cadillac giveaway was held in the Rockies this 
spring (NPN—June, p122). 

Bay has also started a credit card program. 
About 20,000 cards are now out, but no exchanges 
have been arranged with majors. 

Volume Goal—To support its station investment 
plus advertising and promotion, Bay is shooting for 
an average 30,000 gal. a month at stations. Actual 
average now runs between 22,000 and 23,000, but 
Bay officials hope to realize 30,000 within three 
or four years. 


Building Brand Concentration 


Here’s how Bay is working to strengthen its 
existing operations: 

Jobbers—To get its brand established, Bay pre- 
fers to start with controlled business. Having 
realized that objective in the Southeast, it’s now 
starting a branded jobber program there (see oppo- 
site). Leabo points out that the area has many 
independents selling their own brands through a 
handful of outlets. “We are starting to go after 
these smaller jobbers now,” he says. “We aren’t 
putting the Bay brand on every small account we 
pick up, however, because not all meet the station 
standards we think we need.” 

Leabo looks for men well known in their areas 
who can give good representation. Such men are 
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Vice president Leabo 


offered a “normal” deal, with margins in line with 
those offered by majors. Some financial aid is of- 
fered, “But not to the extent majors offer it.” If 
Bay has to build a station for a jobber, it prefers to 
pay for the building itself and lease it to the jobber. 


Leabo, who was with Bay when TGT bought it, 
is proud that 80% of the jobbers who started out 
with Bay are still handling the brand. But Dean 
says the company is shooting for 50-50 controlled 
and uncontrolled business. “We take the attitude 
that the jobber has his place in this industry,” says 
Dean. “He’s important to us in our operations. On 
the other hand, we sleep better at night when we 
know a certain amount of business will still be 
with us when we wake up.” 

Training—Bay stations are usually leased to 
dealers. To keep them “merchandise-minded,” the 
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President Dean 


company recently started a training program. One- 
week sessions have been held so far; eventually, 
Bay plans to have training stations or portable 
training units spotted over its territory. 

Terminals and Transportation—‘“As far as 
equipment is concerned, we have it,” says Dean. 
He’s talking about modern facilities: terminals at 
St. Marks, Fla. (134,000 bbl.), Yankeetown, Fla. 
(93,000 bbl.), Lynn Haven, Fla. (30,000 bbl.) and 
Blakely, Ga. (70,000 bbl.). New ones of 85,000- 
bbl. capacity are planned for Macon, Ga., and 
Spartanburg, N.C. 

To supply these terminals, Bay has two tugs and 
seven barges. Transport fleets on land supply sta- 
tions within 150 miles of each terminal. 

Hartol’s 16 terminals total 3-million bbl. storage. 
The company plans to add a 200,000-bbl. facility 








General 


(Begins on page 82) 

at Greensboro, N.C., another at Wilmington, S.C. 
TBA and Lubes—Bay sells Goodrich TBA in 

the Rockies, Goodyear in the Southeast. Volume 

s “fair.” Bay stations sell three brands of Bay 

motor oil, made to specification by outside firms. 


What to Look for in the Future 


Bay officials are interested in broadening their 
line of products as well as their territory. Dean 
says Bay wants to sell “different kinds of gasoline, 
avgas, lubes, greases.” Chances are there'll be a 
big push on sales to the petrochemical market. 

Station building is slowing down a bit, but Bay 
will build 80—mostly in the Southeast—this year. 
Leabo feels the company is now in a position to 
be “a little more selective” in acquisitions. 

Outlook—Bay has just started to grow in oil 
marketing. With TGT behind it, it has every chance 
of growing as big as it wishes to be. 

TGT last year reported operating revenues of 
almost $402.8-million and a net of $46,423,609. 
Book value of manufacturing and marketing prop- 
erties was about $51.7-million, and Bay’s refined 
product sales were slightly over $112.5-million 
(some of these products were purchased, since Bay 
is presently a net-buyer). 

TGT is one of the biggest gas transmission firms 
in the business. Natural gas sales averaged just 
under 2-billion cf/d in 1958, and new facilities 
are expected to increase sales about 25% by next 
heating season. On Dec. 31, 1958, the company 
had 2,746 net oil and gas wells in 12 states, Can- 
ada, Venezuela and Ecuador. 

As a TGT operating division, Bay is expected 
to “make marketing stand on its own feet,” in 
Dean’s words. If the baby’s feet ate a bit shaky 
now, don’t forget who the parent is. Ld 
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Sinclair Has a New Trademark 


A GREEN DINOSAUR under a red “Sinclair” (with 
dot-less i’s) is the new corporate symbol of Sinclair 
Oil Corp. It will be used in advertising and will replace 
the old circular “H-C” signs at stations. Sinclair first 
used the dinosaur in 1932 to dramatize “the age and 
mellowness” of its crude oil, says research proves that 
people associate Sinclair and dinosaurs. 




















ie In case you missed it... 


® Humble Oil is moving westward into Arizona. 
The company’s western division marketing office 
is being moved from Abilene to Albuquerque to 
keep up. 


® Swezey Fuel, established Long Island heating 
oil reseller, has become a branded Esso distributor. 
Swezey owns a 3-million-gal. barge plant at Port 
Jefferson, has storage of about 500,000 gal. at 
Patchogue, and sells about 20-million gal. a year. 


& Cities Service Oil Co. cut refinery runs 6% 
(15,000 b/d) for June and July, says it will con- 
tinue with reduced runs until industry-wide supply 
imbalance is corrected. 


& British American Oil Co. will build a $1.5- 
million marine terminal on Burrard Inlet near its 
Port Moody, B.C., refinery, to handle coastwise 
shipping and packaged products shipped from the 
East. 


® Dr. Robert C. Axtmann, 33, has been appoint- 
ed to the Princeton University faculty as the first 
Socony Mobil Professor of Chemical Engineering 
for Nuclear Studies. 


& Patterson Fuel Oil, Brooklyn, N.Y., has 
switched from Gulf heating oils to Esso Standard. 
Patterson, serving Brooklyn, Queens and Nassau 
Counties, sells an estimated 500,000 bbl. heating 
oil annually. 


& Suits totaling $600,000 have been brought by 
families of victims of a fire deliberately set in a 
Los Angeles tavern in April, 1957. The arsonists 
threw a paint can full of gasoline into the cafe 
and peppered the floor with matches. Six people 
were killed. Damages are now being sought from 
the oil company that supplied the gasoline and the 
dealer and station that sold it, as well as from the 
suspects and tavern owners. 


® The Florida Legislature has passed a bill to 
regulate trading stamp companies. It provides that 
the companies shall pay a yearly registration fee 
of not over $250 and post bonds to guarantee 
that all stamps will be redeemed. 


& Potomac Public Service Co., Richmond, Va., 
will build a 30-mile pipeline to transport gasoline 
from a Potomac River storage point to three 
Washington-area airports. 


& Tri-County Oil Co., Berwick, Pa., has become 
a full-line Tidewater distributor in Montour and 
Columbia Counties, Pa. Tri-County has 14 stations 
and some 600 commercial, farm and home ac- 
counts. 


® Census Bureau reports U.S. service station 
sales reached $1.469-million in May, against 
$1.348-million in April and $1.335-million in 
May 1958. 
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It starts here...lt ends in the stars 


In next month's issue, NPN looks at 100 years of 
oil progress .. . tells you where the industry stands, 
how it got there, where it's going. This 

centennial report makes a complex industry easier 
to understand. It will be good reading—and a 


useful reference source after you've read it. Don't miss it. 
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THE MAGAZINE OF OIL MARKETING 


July, 1959 * NATIONAL PETROLEUM NEWS 








Brief But Significant 


Fair trade in North Carolina . . . Signal Oil & Gas merges with Eastern States 
Refineries move toward markets ... APCD lists gasoline smog ratings in L.A. 


Gulf Oil Corp. has established fair 
trade prices on gasoline sold in 
North Carolina. Pump prices are set 
at 19.9¢ for regular, 22.9¢ for pre- 
mium and 25.9¢ for super-premium 
(all ex 10¢ tax). Esso Standard was 
the first supplier to follow the move. 


SIGNIFICANCE: The move is primarily 
aimed at the Charlotte-Kannapolis 
area, where price wars have been a 
normal condition for years. Before 
fair trade, gasoline sold there at 20.9¢. 


Signal Oil & Gas, Los Angeles, will 
merge with Eastern States Petro- 
leum, Houston. Signal will acquire a 
60,000-b/d refinery on the Houston 
Ship Channel as well as terminal and 
pipeline facilities in the Southwest. 
On the West Coast, Signal will build 
a 40,000-b/d refinery at Huntington 
Beach or Long Beach, Calif. Con- 
struction will also begin soon at 
Signal’s Bankline refinery to increase 
capacity from 8,000 to 15,000 b/d. 


SIGNIFICANCE: Signal, one-time West 
Coast marketing force, divested its 
marketing interests in a sale to Stand- 
ard of California after World War II. 
Now it’s not only back in marketing, 
but is moving fast to become the West 
Coast’s eighth major. 


>A report to American Petroleum 
Institute’s refining division says API’s 
long-range weather forecasting re- 
search project “has produced a dem- 
onstration that it is possible to obtain 
statistical monthly temperature fore- 
casts which show a reliably narrower 
margin of error than climatology 
affords.” 


SIGNIFICANCE: While the project looks 
promising, the report adds it isn’t ready 
for operational use yet. 


Quaker State Oil Refining Co. will 
spend about $400,000 to expand its 
refinery at Farmers Valley, near 
Bradford, Pa. When the plant is 
completed in October, it will increase 
total production 18%. 


SIGNIFICANCE: Quaker State says its 
expansion is directly the result of for- 
eign wax demand and the proximity 
of Farmers Yalley to the new St. 
Lawrence Seaway. 
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Frontier Oil Refining Co. stations 
have replaced their former identifica- 
tion with the red, white and blue of 
Ashland Oil, the parent company 
(NPN—June, p72). At the same time 
two new gasolines are being intro- 
duced. Frontier markets through 
more than 150 stations in Buffalo 
and western New York state. 


SIGNIFICANCE: The brand changeover 
is being made to unify Ashland’s image 
in its 12-state marketing area. 


Texaco Canada Ltd. has reportedly 
ordered “dozens” of a new laminated 
timber “prefab package” _ station. 
First one has been erected at Dorion, 
Que. The supplier, Laminated Struc- 
tures Ltd. of Montreal, supplies only 
the building shell, not glazing or 
facing. 
SIGNIFICANCE: The stations are pro- 
jected primarily for locations where 
lower gallonage potential makes con- 
ventional stations too costly. Savings 
in the shell alone are believed to be 
as much as 50% over usual construc- 
tion methods. 


m“Of the new [refining] capacity 
coming on stream in the next few 
years, no less than 85% is being built 
in consumer areas,” report two Brit- 
ish economists in a paper prepared 
for the Fifth World Petroleum Con- 
gress last month. 

SIGNIFICANCE: The growing trend in 


refinery construction is toward mar- 
kets and away from oil fields, 


Los Angeles Air Pollution Control 
District has released smog ratings 
of 49 gasolines from 23 refineries. 


SIGNIFICANCE: Tidewater, which has 
been pushing “anti-smog” gasoline, 
ranks 14th on the list. 


>DeBlois Oil Co., big Rhode Island 
Esso jobber for 27 years, has switched 
to Texaco. DeBlois supplies 50 sta- 
tions (60% owned or controlled), 
5,000 heating accounts in Rhode 
Island and southern Massachusetts. 
Annual volume is about 20-million gal. 


SIGNIFICANCE: The switch is another 
result of the all-out gallonage dog- 
fight going on between the major sup- 
pliers (see pages 80 and 88). 


»D-X Sunray’s northern division has 
announced a major realignment of 
marketing jobs, with 13 key personnel 
changing job titles. Ultimately, virtu- 
ally all 300 employees in the division 
will share new responsibilities, says 
D-X. 
SIGNIFICANCE: The northern division 
will be the first of D-X’s five divisions 
to realign its structure. Others will fol- 
low this year. 


Firestone has been ordered by a 
Federal Trade Commission examiner 
to discontinue special price conces- 
sions to “fewer than 50” outlets classi- 
fied as “warehouse dealers.” Presum- 
ably the order sets a precedent to 
which all tire makers must conform. 


SIGNIFICANCE: Large tire dealers are 
sure to continue to use low advertised 
tire prices as a competitive weapon 
against service stations—but the cuts 
may not be so deep. 


Yellow Cab Co. of Los Angeles is 
considering converting its 1,000-car 
fleet to diesel equipment. A trial run 
with two Mercedes diesels and four 
diesel-equipped Plymouths showed 
the Mercedes racking up 40 miles 
per gal. 
SIGNIFICANCE: In addition to fuel econ- 
omy, Yellow Cab anticipates that ab- 
sence of spark plugs and carburetors 
will result in lower maintenance costs. 
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“NO—NO BUGS ON THE WINDSHIELD. IT EATS 'EM!” 


THE BRIGHTER SIDE... 


As an independent marketer, you'll find “‘no bugs” in 
your agreement with Ashland Oil & Refining Company. 
As the nation’s largest independent supplier of petro- 
leum products, Ashland Oil understands and respects 
your independence. Here are a few of the benefits you 
get from a working agreement with us: 


@ You get to do your job without interference, 
@ You get effective merchandising plans and selling tools, 


@ You get products of the highest quality... developed 
and test-proved by Ashland’s outstanding technical 
and engineering staff. 


For complete information on how Ashland’s sales 
program for independent marketers can benefit you... 
write, wire or phone us today! 


The Independent Supplier ft Independents 
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ASHLAND OIL & 


REFINING COMPANY 


Home Office: Ashland, Kentucky 


ALTON, ILL., 528 Henry Street—BUFFALO, N. Y., 800 
Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue 
—CINCINNATI, 0., 1402 Federal Reserve Bank Bidg.— 
CLARKSVILLE, IND., 214 Center Street—CLEVELAND, O., 
Standard Bidg.—DETROIT, MICH., Dearborn P. 0. Box 
6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 
0., P. 0. Box 210—FREEDOM, PA.—LOUISVILLE, KY., 
1202S. Third Street-—NASHVILLE, TENN., 5E. Main Street 
—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bidg. 
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Fram takes action like no other filter company—to help dealers 
“set hoods up” for more high profit filter sales, oil changes 

and lube jobs. Example: Big prize payoffs to dealers, their cus- 
tomers and supplier salesmen—in recent “FRAM $60,000 
Treasure Hunt.” And, note the big FRAM ads in Saturday 
Evening Post — urging drivers to change filters and oil! 
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Le Anyway you look at it... 

—@’ FRAM ranks first! 

@ More drivers prefer FRAM than any other brand*! 

@ More car makers install FRAM as original equipment ! O/L AIR FUEL WATER 


3 More dealers switch to FRAM daily to get the extra 
sales that FRAM Filters bring! 


FRAM CORPORATION, Providence 16, R. I. 
*FRAM chosen first for quality in nationwide impartial survey, 1958 
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YOUR PURCHAGE 
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0 0.°/0 , 
GALLONS Five and one-quarter days of the colossal flood that pours ove: 


Bas Niagara—more than 720 billion gallons—would just about equal 
the amount of gasoline that has been measured by Gilbarco’s 
four-piston PA-24 meter, the most widely used gasoline pump 
meter in the world. That gallonage is equal to almost twelve 
years’ total gasoline consumption in metropolitan Los Angeles— 
where more gasoline is burned than any similar area on earth. 
When you buy gasoline pumps, buy the pump that incorporates 
the PA-24 meter . . . the Gilbarco “Sales-Maker.” In the “Sales- 
Maker” you'll get striking appearance, the ultimate in brand 
identification and promotion, plus the long-lived accuracy 
which only the PA-24 meter assures. That accuracy is business 
insurance against losses due to over-measure and customer 
dissatisfaction from under-measure. 
Write for brochure which explains all the other reasons why the 
Gilbarco “Sales-Maker” is your wisest gasoline pump investment. 
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GILBERT & BARKER 
Manufacturing Company 
West Springfield, Mass. 

Toronto, Canada 
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Original prototype 


Newest version 


Special Report 





Dressed-up version 


Skid-Tank Station Invasion: 
Where Does It Go From Here? 


(Second in a series of two exclusive reports) 


AS MORE AND MORE skid-type stations pop up in 

the Mid-Continent, the outlook is for con- 
tinued growth—under certain conditions. Here’s 
what to watch for: 


e Infiltration in Midwest, Rocky Mountain and 
some Southeastern states; 


e Entrenchment in open areas where sites are 
relatively cheap and good location is not a prime 
factor; 


@ Only light competition for most major brand 
stations, but trouble for conventional private brands 
and marginal major outlets. 


Skid-type units are a price operator’s dream, 
although others use them too. For less than 
$10,000, plus land, you’re in business with an effi- 
cient little plant consisting of a pump island on 
skids, an exposed or buried tank, and perhaps a 
small office. Well over 100 are doing brisk business 
in the Southwest and lower Midwest. 

Operators are mainly private branders, like 
Crow-Flite Oil of Houston (above, left). But some 
are major-brand jobbers who are setting up skid 
stations under different names. 

Most existing units are the first type built by 
A-1 Pump & Tank Co., Houston (NPN—June, 
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p87). A-1 reports no orders yet for its newest 
model (above, center) which includes office build- 
ing. 

So far, skid stations have represented a tough— 
but not lethal—new marketing weapon. The orig- 
inal installations priced on a level with accepted 
private brands, stayed outside city limits because 
of the fire hazards posed by above-ground tanks. 
But refinements have already begun. Skid station 
entrepreneurs are burying their tanks and moving 
in town, and in some cases moving their prices 
down. Early emphasis on portability is giving way 
to stress on low first cost and fast installation (often 
a matter of hours). Imaginative marketers like 
Knox Oil add a merchandising push (above, right). 


Effect on Competition—Maijor stations that pro- 
vide sharp service and extensive facilities aren’t 
likely to be hurt by skid stations. But marginal 
major stations and one-lung private branders can 
expect to lose ground if a skid station invades 
their territory. And if continued loose supply en- 
ables skid operators to price below “name” private 
branders, the latter may be in for trouble. 

Major marketing executives regard skid stations 
as a nuisance, but see them as a force that may 


Continued on next page 
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(Begins on page 95) 


acquire considerable dimension before it subsides. 
They don’t consider skid stations a threat to the 
major-company way of marketing. 

Officials located in areas where there are no skid 
stations are aware of the movement, but only a 
few have been paying close attention. 

Major marketers don’t expect the skids to break 
into markets where land costs are high or good 
locations scarce. An informal consensus is that they 
may spread through the Midwest, crop up in the 
Rockies, and possibly pierce the Southeast. Mar- 
keters seem to doubt that the skids will try to break 
into the Atlantic seaboard from Washington, D.C., 
north to New England. Scarcity of good locations 
is the reason. 

Local approval will be a big problem, says an 
Eastern major official. “In many communities, it’s 
awfully tough to get a permit for a high-quality 
station,” he says. “I don’t see how these things 
could possibly get a permit.” 

Another official predicts that legislation will re- 
strict the growth of skids. “Conventional stations 
offer safety as a feature that should appeal to local 
governments,” he says. “The skid-tanks don’t. 
They're fire hazards. Moreover, conventional sta- 
tions are a better tax target, and that appeals to 
local governments too.” 

“Nevertheless,” adds the same official, “they’re 
potent as hell and they can give orthodox outlets 
plenty of trouble.” 

Another executive doubts skids will ever be a 
factor. “People are demanding better services and 
better facilities,” he says. “The skid-tank operator 
offers neither.” 

One multi-state major official’s attitude: “I 
haven’t seen any reflected interest in skid-tanks 
here. Our people don’t feel they are very important 
because there are so many other influences. They 
haven’t caused us any concern.” 

A key man in another company admits he isn’t 
aware of skid stations: “I can’t discuss them be- 
cause I don’t know anything about them.” 

Another says, “This is a tentative thing, and 
won't last. It’s a sloppy operation that attracts 
people who go for that type of station. There have 
been hundreds of sloppy outlets that get a certain 
percentage of a market. This is just another sub- 
stitute for stations that don’t play up service.” 

Growth Outlook—In spite of the majors’ dim 
views, skid stations shape up as a dynamic element 
in the marketing economy. Says an equipment 
jobber, “The original skid-tank won’t last, but de- 
signs with buried tanks will. The demand for in- 
formation is too great to write them off. We’re get- 
ting queries from all parts of the country.” 

A Mid-Continent semi-major concurs. “These 
above-ground skid-tanks are going to be outlawed 
eventually,” he says. “I look for statewide laws 
against them. But the basic idea isn’t bad, and I 
look for them to grow among independents.” 

Many independents go along heartily— including 
innovators like Charles Knox (right). 


CASE STUDY 


How Knox Oil Is 


WHILE HARRY WEBB, JR., has attracted the 
most attention with his skid-mounted station, others 
are following him with neater designs—and solider 
merchandising ideas. 

One of these is Charles Knox, Jr., of Dallas, a 
combination Deep Rock and private-brand jobber. 

In less than three years in the Dallas-Ft. Worth 
area, Knox has built his gasoline volume up to 
about 500,000 gal. per month. He picked up al- 
most half of that in the past year. 

Knox has 12 outlets—10 conventional multi- 
pumps and two portables. He and L. K. Long, 
another Dallas jobber, have recently designed a 
portable skid-mount that’s a neat, attractive pack- 
age. It features a small office building and four 
gasoline pumps mounted on one skid. The storage 
tank is separate, can be above-ground or buried. 

This station costs under $8,000 installed. Now 
awaiting a patent, the Knox-Long skid-mount is 
being built by McAx Corp. of Dallas. Knox and 
Long will sell the station to other marketers, as 
well as install them in their own individual opera- 
tions. It wouldn’t be surprising to see them oper- 
ate some as partners under a different name. 





Merchandising Methods 


Knox started spotting 10 of these stations in 
small towns around Dallas and Ft. Worth this 
spring. His future plans call for more of them “in 
batches of 10,” depending on how the first 10 go 
over. Knox says he’s concentrating on “fanning 
out from Dallas in all directions.” 


Other marketers can expect to see Knox put the 
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Harry Webb, Jr.'s stations (above) 
represent one type of skid-tank | 
operation, as reported last month. 
But a jobber with a merchandising 
flair is taking another approach . . . 


we 


Special Report 
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New Knox portable station has buried tanks with skid-type island. But above-ground tank can be hidden behind billboard 


Sharpening the Skid-Tank Idea 


same merchandising ideas into his skid-mounts that 
he’s been using in his conventional outlets in Dallas 
and Ft. Worth. These include: 

e His own trading stamp plan, with each con- 
ventional station acting as a redemption center. 

e A glass tumbler giveaway program designed 
to bring customers in and keep them coming back. 

e An incentive program for station managers, 
designed to cut operating costs and reduce cash and 
product shortages, while building volume. 

e A second grade of regular gasoline for com- 
pletely price-minded buyers. 

e Fast service on big, wide driveways to back 
up Knox’s main marketing philosophy—get them 
in and out, quick. 

Why Skid-Tanks?—Charlie Knox, Jr., like 
Harry Webb, Jr., comes of a private-brand family. 
His father built the Knox brand in Oklahoma; his 
brother Dick is now a big private-brander in that 
state (NPN—July 58, p106). 

When young Knox opened in Dallas in October, 
1956, he did so as a Deep Rock jobber. Since then 
he has branched out to become a private brander, 
operating under the name of Knox Oil of Texas 

Until recently, Knox went for the big multi-pump 
station. He acquired or built 10 of these, some 
with 10 to 12 pumps. The average Knox multi- 
pump has at least 200 ft. frontage, cost a minimum 
of $35,000 to $40,000, and is expected to do 2 
minimum 50,000 gal. per month. 

Like others, Knox has found the minimum costs 
of today’s conventional stations too high. He’s 
turned to portable skid-mounts for his answer. 
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These outlets, at $8,000 or less, can go into areas 
that won’t support the $35,000 to $40,000 sta- 
tions. Knox’s minimum gallonage requirements for 
these portables will be 20,000 per month. 


Where to Locate—Knox will still seek locations 
with about 200 ft. frontage—sites that will usually 
be inside the corporate limits of small towns, and 
not necessarily on main highways. Knox says he’s 
found that off-highway locations are best, provided 
they have high traffic counts. 


For the type of site Knox wants, he’s prepared 
to pay from $100 to $200 per month, for one-year 
leases with one-year options. One and one will 
be his typical arrangement, although he will go for 
five and five on particylarly attractive sites. 


Pricing—Knox has earned a “clean” pricing rep- 
utation in Dallas and Ft. Worth, posting prices in 
line with other private or semi-major brands. He 
sells a second grade of regular (“Thrifty”) at some 
of his outlets to compete with “sandlotters.” Knox 
maintains a spread of 3¢ between premium and 
regular; 4¢ between premium and “Thrifty” regu- 
lar. He says he intends to post prices in line with 
other private branders as he fans out with his 
skid-mounts. 

Stamps—Knox is also carrying his stamp plan to 
his skid-mounts. These stations, however, won't 
be redemption centers. Instead, customers will get 
premium catalogs to order from. The skid-mounts 
don’t have the room for premium displays. 


Customers at Knox stations get one stamp for 
each gallon of gasoline or quart of oil they pur- 
chase. They can trade these for a wide range of 
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“‘Wherever Knox goes, he and L.K. Long have big plans 
for the skid-mount station they have designed” 


(Begins on page 95) 

premiums, from small items to fairly expensive 
home appliances. One feature of the plan lets cus- 
tomers trade 50 stamps plus cash for most items. 
Items all carry price tags by retail value. 

Knox buys his premiums direct from manufac- 
turers, figures his stamp plan costs him about 1¢ gal. 

If customers don’t want stamps, maybe they like 
glass tumblers, and Knox has them, too. Two Knox 
tumbler sets have sported various flags of Texas 
and famous Indians. One tumbler is given for each 
10 gal. or more purchased. 

Knox may or may not give away tumblers at his 
skid-mounts. He reports they have “played out 
some” in recent months, as other marketers have 
started similar programs. 

Manpower—One notable aspect of the Knox 
system is its approach to getting good managers, 
encouraging them to work, and keeping them. 

Knox looks for men between 28 and 45 (al- 
though those limits aren’t mandatory) who can 
manage and will work hard. “If we can get a 
management-minded man, we can train him to 
sell,” Knox says. 

A Knox station manager is given full, 24-hour- 
a-day responsibility for his station. He’s encour- 
aged “to feel like it’s his station.” A salary plan 
pays him an average $500 per month. 

In addition to this, each Knox station is allowed 
$1 per thousand gallons for shortages—for bad 
checks and other normal operating losses. If a man- 
ager can hold his losses below a dollar—and most 
do—the savings go in his pocket. 

Knox managers are also kept on a pay- 
roll budget. Based on periodic driveway traffic 
counts, Knox figures the maximum number of 
helpers a manager should have. If the manager is 
willing to work harder and longer hours to get by 
with less help to cut his allowed payroll costs, he 
gets credited with the savings. 

Some of these savings go into a bonus fund for 
the managers. This bonus is paid once a year. A 
manager has to be with Knox a certain length of 
time before he becomes eligible to participate in 
the bonus, and he has to be with him at the time 
the bonus is paid. This encourages managers to 
stick around and cuts down on turnover. 

Adding regular salaries, bonuses, and other in- 
centives together, Knox estimates his average man- 
ager earns between $600 and $700 per month. 

“But they have to work hard to earn that much,” 
Knox says. “A top-money manager will usually 
average 16 to 17 hours a day at his station. We 
think our payroll budget plan has been the most 
effective in cutting our station operating costs.” 

Knox recently started a training program, which 
stresses driveway service, personal appearance, sta- 


tion cleanliness, product quality, premiums and 
stamps, Knox’s employe policies, among other 
topics. Training sessions of about one and a half 
hours are held monthly for retail employes. 

Seminars for station managers are held in con- 
junction with the retail training programs. These 
are accompanied by dinners, and the aim is to have 
the managers air their problems and ideas. 

Knox may fall back on his nucleus of well- 
trained retail personnel for his skid-mount mana- 
gers. More likely, however, he will pick managers 
from the localities where stations go in. 

Physical Plant—Knox’s present stations average 
about 60%, 40% and 10% on premium, regular, 
and “Thrifty” regular sales; they can easily handle 
three grades because of their size and number of 
pumps. The skid-mounts, however, have only four 
pumps and will likely stick with one premium and 
one regular. 

The Knox skid-mount will be gaily decorated 
with pennants and flags. Its curved-roof sales of- 
fice should present an attractive appearance to mo- 
torists. At night, driveways will be lighted with 
small spotlights close to the ground. This gives 
them the appearance of airport runways, which 
Knox believes signifies fast service. 

Since he will be going into city limits in most 
cases, Knox plans to bury his storage tanks. 

Knox will supply his stations direct, as he does 
his conventional outlets. The stations will be 
equipped to handle motor oil, but not TBA. Knox 
doesn’t handle TBA at conventional outlets, either. 
His stations probably won’t push motor oil sales 
too hard. Knox feels the private brander’s profit is 
in gasoline, and he isn’t particularly interested in 
sidelines. 


What's Ahead? 


It’s difficult to guess just how far Knox will go 
with his skid-mount operations. He is widely re- 
garded as a sharp private brander, however, and 
he has a well-organized staff around him. If he 
does choose to expand outside of Texas—as Harry 
Webb has done—such a move will be preceded by 
sound thinking and planning. 

Knox is already known to have shown some in- 
terest in other areas. One thing that stymies an 
all-out move northward, however, is his brother’s 
operation in Oklahoma. To skip that state would 
leave a gap in any northern trail Knox might 
take. He could, of course, operate under a differ- 
ent name. 

Wherever Knox goes, he and L. K. Long have big 
plans for the skid-mount they have designed. This 
backs up general speculation in the Southeast that 
attractively designed, inexpensive skid-mount sta- 
tions are likely to grow tremendously. ® 
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AMOCO CHEMICALS—A NEW RESOURCE 


Five 

AMOCO Additive 
Product Bulletins 
to help you 


ee 
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Here are five informative bulletins 
that give technical data helpful in 
evaluating Amoco Additives. Bulle- 
tins document with test data and 
comparative illustrations, the per- 
formance of motor oils and gasolines 
containing Amoco Additives. Typi- 
cal physical and chemical properties 
of the additives are included. Tech- 
nical service by experienced petro- 
leum additive engineers, to assist 
you in the use of AMoco Additives, 
is also available. 


AMOCO 193 INHIBITOR 

Gives information on this multi-functional 
zinc dithiophosphate motor oi! additive 
which inhibits oil oxidation, protects bear- 
ings from corrosion, and prevents exces- 
sive wear of critical engine parts. 


AMOCO 200 SERIES DETERGENT- 
INHIBITOR ADDITIVES 

Data are given on the use of a number of 
the outstanding detergent-inhibitor addi- 
tives of this series in making motor oils. 
All are combinations of Amoco's unique 
barium detergent and zinc dialkyl dithio- 
phosphate inhibitor. 


AMOCO 600 VISCOSITY 

INDEX IMPROVER 

Contains data on how AMOCO 600 VI 
Improver helps provide easier starting, in- 
creased gasoline mileage, less ORI, greater 
shear stability, better oil mileage. Useful 
blending chart included. 


AMOCO 520 SERIES METAL 
DEACTIVATORS : 
Information is provided on extending stor- 
age life of copper-contaminated gasoline 
stecks, heating oils and diesel fuel with 
metal deactivators of this series. 


AMOCO 530 SERIES GASOLINE 
ANTIOXIDANTS 

Each of the three major chemical types of 
gasoline antioxidants, for economical pro- 
tection from gum formation, are included 
in the AMOCO 530 Series. Here are data 
on all of them. 


AMOCO CHEMICALS CORPORATION 
910 S. Michigan Avenue, Chicago 80, Iflinois 
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Arms extend in width 
to 88” 


... in length to 95” 











DWV ZLB SLAALS 
fame LIFT 


Spot the car... position the arm .. . raise the lift. 

As easy as one, two, three to lift any present or future 
passenger, sports, foreign car .. . or light truck. 

The new Wayne UNIVERSAL Lift is adaptable to any 
frame type or body design. 


No extra adapters needed. Everything is self-contained 
in extra sturdy arms which swing out to contact points 
on every car. Lift is narrow (27%”" wide) and low enough 
(4%” high) to allow all cars to drive over it .. . wide 
enough to accommodate widest frames . . . four position 
pads fit all heights. Wheel stops make it possible 

to perfectly position every car. 


Wayne UNIVERSAL is the positive contact, quick lift 

to speed lubrications, oil changes, changing mufflers, 

repair work and tire servicing. Every part is accessible 
. . ample headroom . . . unobstructed view. 


Write for booklet giving full specifications and details to 
The Wayne Pump Company, Division Symington 

Wayne Corp., Salisbury, Maryland or 

Wayne Pump Canada, Limited, Toronto, Ontario. 


Compare te UNIVERSAL 
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The newest and most practical design 


petroleum 
pumping 
equipment 


of Petroleum Pumps 


Red Jacket “IN-LINE” Pumps have both the 
pump and motor right in the piping to simplify 
installation and cut maintenance costs, as well as 
save space. They increase loading rate for both 
new and existing installations. 

“IN-LINE” pumps simplify installation—no 
expensive concrete base is required, they install 
vertically or horizontally to easily adapt to special 
situations, no pump house is needed to protect 
them from the weather, and they require a min- 
imum of unions, ells, valves and nipples. Once in- 
stalled, they require practically no maintenance 
because the pump and motor are lubricated by 


Robert B. Cox, 12133 Coyle Ave., Detroit 27, Mich. 


Udell, 1620 E. New York St., Indianapolis 1, Ind. 


e R. M. “Mac” Crowder, 5719 W. Hanover St., Dallas, Tex. 
15 West 44th Street, New York 36, N. Y. ¢ R. L. Faubion, Sr., 2525 S. W. Bivd., Kansas City, Mo. 
St., New Orleans 17, La. © E. P. “Ted” Mueller, 784 Jersey St., Denver 20, Colo. 
3, Calif. © A, R. Sedgebeer, 2711 So. Hill St., Los Angeles, Calif. «© A. L. Sobey, 624 So. Michigan Ave., Chicago 5, Ill. 
© Lee Vaughan, 3111 N. 34th Place, 


the petroleum pumped and there’s no flexible 
coupling or shaft seal to require servicing. Pump 
and motor are also protected should a tank run 
dry —when there is no product to pump, the motor 
stops automatically. All models are listed by Under- 
writers’ Laboratories, Inc. under their re-examina- 
tion service. 

Five models of ‘SIN-LINE” pumps include 1, 
14, 2, 3 and 5 HP sizes with capacities from 70 
to 260 gallons per minute. Get complete informa- 
tion on the model that fits your needs best— 
contact your nearest Red Jacket Representative 
or write directly to the factory. 


TACT YOUR NEAREST RED JACKET REPRESENTATIVE FOR COMPLETE INFORMATION 


es 


e Henry D. Fairlie, 
¢ Joe R. Mooney, 3162 Chartres 
e R. E. Sanderson, 221 11th St., San Francisco 
e Gardner 


Phoenix, Ariz. « C. E. “‘Red’’ Weaver, 4223 


Cincinnati-Brookville Road, Hamilton, 0. « John F. Young, 235-37 Spahr St., Pittsburgh 32, Penn. ¢ E. “Al? Zahl, 1516 So. 5th St., 


Minneapolis, Minn, 


RED JACKET MANUFACTURING COMPANY 


Petroleum Equipment Division » Box 270, Davenport, lowa 


(To obtain more data on advertised products see page 142) 





NATIONAL PETROLEUM NEWS * July, 1959 


Merchandising 


New Trading Stamp Hits Oil 











This one’s for life insurance. It's in use at many St. Louis service 
stations and is spreading to five other cities. Here's how it works 








ANEW KIND of trading stamp, offering life in- 
surance, seems to be catching on in oil mar- 
keting and other lines. In less than eight months, 
the stamps have got a foothold in the St. Louis 
area, a tough nut to crack because it’s nearly 
saturated with trading stamps of various sorts. 

St. Louis was picked to launch the venture be- 
cause it’s the home base of the stamp’s originator, 
P-I-P Stamps, Inc. (P-I-P stands for Purchasers In- 
surance Plan.) 

The trading stamps are different for two reasons: 
they’re redeemable for life insurance, and they’re 
given for $1 of merchandise instead of the almost 
universal dime. Two hundred P-I-P Dollar Stamps 
fill a book, good for $200 of one-year life insurance 
for anyone aged one to 65. Medical examination is 
not required. 


How the Stamps Are Affecting Oil 


Service stations (mostly Indiana Standard) ac- 
count for half the firms handling P-I-P stamps in 
the St. Louis area—135 of 273. Other prime out- 
lets for the stamps are grocery stores, garages and 
automobile dealers. 

Oil marketers in many other areas are sure to 
see more of these stamps. The company is now 
spreading into five other metropolitan areas. The 
cities can’t be identified yet, but they’re located 
widely: Two in the Midwest and one in the West, 
Northeast and Southeast. 

P-I-P president Ralph E. Flannery says that in 
all five new areas petroleum outlets are involved. 
They’re stations of an independent and four majors. 

A number of station operators report good re- 
sults with P-I-P Dollar Stamps. 

One dealer selling about 20,000 gal. monthly 
reported “an increase of 3,000 gal. a month de- 
finitely due to P-I-P stamps.” 

Another said the stamps were responsible for 
“a 30% increase in gasoline sales.” 

A third reported, “I sold out of gas one week- 
end. . .. My customers waited at the pump for the 
gasoline truck just to get their stamps.” 

Some dealers say they sell more flashlight bat- 
teries and other shelf items to customers who want 
to increase their purchase to the next dollar to get 
the extra stamp. 
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BOOK of 200 $1 stamps redeems for $200 of life insurance 


What the Stamps Cost 


Dollar Stamps cost the user $18 a thousand. 
This figures out to 1.8¢ per $1 of sales. However, 
the actual cost runs somewhat less because stamps 
are not given on amounts less than even dollars. 

(A $3.89 purchase, for instance, entitles a cus- 
tomer to three stamps. So the dealer has no stamp 
costs on that 89¢. When stamps are given in 10¢ 
increments, this “breakage” runs considerably 
less. ) 

The actual cost for most operators is 1.1¢, says 
Flannery. Usually stamp plans cost about 2¢. 

When a customer fills a book, he completes a 
brief form and mails it to the Old Reserve Life In- 
surance Co. in Chicago. A person may be insured 
up to $3,000 at one time under the plan. 

Since P-I-P stamps were introduced in St. Louis 
last November, two death claims have already been 
paid—one for $400 and one for $1,000. 

The $1,000 claim was unusual. It was paid to a 
woman employed as a part-time bookkeeper for a 
gasoline service station. Customers heard the wom- 
an’s husband was incurably ill with cancer. They 
started donating their stamps to her. The husband 
died in one month. By that time the woman had 
accumulated five policies. e 





Merchandising 





ARKLA SERVICE CENTERS will look 
Arkansas Louisiana Chemical Corp. gets into oil marketing 
The company, a subsidiary of Arkansas 
Louisiana Gas Co., will build stations in Arkansas, Louis- 


this summer. 


it i EE 
‘MR. BEEP,’ cartoon car-acter used 
by BP Canada Ltd., comes to life in 
this custom-molded full-sized car that 
talks (with the aid of an electronic 
recording device). BP Canada will use 
Mr. Beep to aid motorists in trouble, 
and as an attention-getter at charitable 
drives and fairs. 


»>TV’s Emmy-winning news show, 
“Huntley-Brinkley Report,” is now 
sponsored by Texaco, Inc. The fif- 
teen-minute show appears Mondays 
through Fridays. 


Standard of Indiana will give two- 
day, all-expense trips to Chicago to 96 
of its 16,000 dealers, as part of its 
three-month appearance and clean- 
liness contest. It’s Standard’s ninth 
annual contest of this type. 


Ohio Oil’s summer promotion is 
its “SMILE-maker Sweepstakes.” 
Weekly prizes will go to local entrants 
who call, write or leave names and 
addresses at Marathon service stations. 
Prizes range from appliances to a 
weekly grand prize of a 1959 Pontiac. 
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In Phoenix, high-schooler Dave Burns got Tidewater’s permission 
to alter copy (“Finally! A Gasoline BURNS Clean”) on a billboard 
opposite his school, won his campaign for student body vice president. 








In Brookhaven, N.Y., Esso 
dealer Frank DeLuca beat a law 
restricting gasoline price size by 
getting a permit to advertise ball 
point pens at 25.9¢. De Luca hap- 
pens to sell gasoline at that price. 


In the Midwest, D-X Sunray 
broke in a successor to its “Boron 
arrow” of the past two years. The 
new model is shaped like the 
rockets in D-X ads, will glow by 
night or day. 


SS oi 
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jana and Texas. First will be in El Dorado, Ark. Stations 
will sell two grades of gasoline; some will have drive-in 
windows for paying gas bills. All will have display rooms 
featuring products made by ALG subsidiaries. 
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is a fact of 








households 
buy MORE 
NEW CARS 
than the top 
make sells 


Even the biggest oil company doesn’t pump enough gasoline 
to supply LIFE-reading households. 


Right now the households that read an average station item you sell. And the passenger cars 


7 


issue of LIFE account for 36% of all dollars spent themselves. 

on gasoline and oil. And over the course of thir- In the first quarter of 1959, passenger car manu- 

teen issues, this spending power builds to 77° facturers invested 40% more dollars for selling 

of all gasoline and oil purchases. in LIFE than in the next leading magazine .. . 
The same kind of story goes for every service and in total automotive advertising— 21% more*. 


*An example of LIFE’s leadership: In the June8 * 

issue Texaco Inc. ran an 18-page touring guide BIGNESS t d 

—The History of The American Flag and Tour- 1s a ac oo: an eS 
ing Historic America. 








GROWTH is a fact of 3 


Big today, the demand for your products is 
going to be even bigger in the booming Market 
of the 1960’s. And going along with this increased 
demand is a new, greater-than-ever opportunity 
for selling. 

Growth is a fact of LIFE, too. 


And next year — when the demand for petrole- 
um and TBA products... the products you sell 
... will be at new all-time highs — LIFE’s circu- 
lation will be at an all-time high also. Actually 


over 6,500,000 copies a week. 

Over half a million more people — the alert, en- 

thusiastic, active kind of people who are your 
ideal customers—will be buying their favorite 
magazine, LIFE, every week. 
Be sure you’re promoting the profitable prod- 
ucts this great and growing group of readers are 
demanding — because they see those products ad- 
vertised in LIFE and they’ll be looking for 
them when they buy. 
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TEL overseas 


How DuPont services the oil refineries of the world 








Key Men 
in Du Pont Export 


L ¥ . 

WALTER MEES: For the past nine years, 
Walter Mees, at the left, export man- 
ager, has traveled up to 100,000 miles 
a year helping refiners all over the 
globe to use DuPont TEL and other 
additives efficiently. Holland-born and 
a graduate of a commercial and tech- 
nical college in that country, he speaks 
five languages fluently and under- 
stands two more. 

Before joining DuPont in 1950, Mr. 
Mees had 12 years’ experience with the 
Royal Dutch Shell group, ranging from 
drilling to marketing to a management 
position in Venezuela. 

With his broad experience as a pro- 
ducer and marketer of petroleum prod- 
ucts, plus his intimate knowledge of 
world-wide oil operations, Mr. Mees 
has become well-known for his success 
in offering Du Pont’s extensive services 
and resources to help solve the prob- 
lems of oil men on all continents. 


RENATO S. CARDOSO, above right, as 
an export account manager, handles 
much of the world-wide contact work 
of the Petroleum Chemicals Division. 

Brazilian-born Mr. Cardoso studied 
in schools in Spain and Portugal before 
entering Columbia University in New 
York. He then transferred to the Uni- 
versity of Pennsylvania to study chem- 
istry. 

He joined the Export Division of 
DuPont in 1936, after working for a 
year at the General Chemical Com- 
pany. During World War II he served 
with the Army Chemical Corps and re- 
turned to Du Pont in 1946. He was as- 

CONTINUED OTHER SIDE 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. |. duPont deNemours & Company (Inc.) 





34,000-LB. CONTAINERS like these travel overseas. The one shown here is destined for Puerto 
Rico. All DuPont TEL sold overseas is made in the United States but not all ports can receive the 
containers shown, and drums are used in their place. 


DuPont tetraethyl lead shipments are 
a familiar sight at Manaus, location of 
an oil refinery 1000 miles up the Ama- 
zon River... at Iquitos behind the 
Peruvian Andes... in all of Japan’s 
refineries . . . and at dozens of other 
refineries throughout the world. 

With TEL and with the many other 
Du Pont petroleum additives sold over- 
seas goes technical service similar to 
that enjoyed by refineries in the United 
States. 

Generally, the service is of greatest 
importance. Like helping to design, 
test and start up TEL blending equip- 
ment. Du Pont also trains plant per- 
sonnel and keeps them up to date on 
such developments as dry dye eduction 


and DuPont’s siphon starter, 

Besides all this, there’s routine serv- 
icing concerned with supplying basic 
technical literature and films and sales 
promotional material. Also, supervising 
the unloading of TEL and keeping it 
under close observation from manufac- 
turing plant to blending plant. We 
furthermore take part in industry pub- 
lic relations and we cooperate with for- 
eign governments insofar as public 
health is concerned. 

If you'd like to know more about 
just what services are available and 
how they are obtained, please address 
Mr. Walter Mees, Export Sales Mana- 
ger, DuPont Petroleum Chemicals Di- 
vision, Wilmington 98, Delaware. 





Key Men 


signed to the Petroleum Chemicals Di- 
vision at the beginning of this year. 
Mr. Cardoso speaks four languages. 


Diesel fuels with FOA-2 
and DMD stay stable, 
show no sludge 


nF ad 


Small quantities of DuPont Fuel Oil 
Additive No. 2 and Metal Deactivator 
can keep a diesel locomotive’s injectors 
sliding free and its filters unplugged 
even when a blend of economy grade 
oils is used for fuel. 

Recent field tests in Texas showed 
that adding 1.5 pounds of FOA-2 and 
0.05 pound of DMD per 1000 gallons 
of oil solved an injector sticking prob- 
lem plaguing several makes of tractors. 

In a second test in the same area, 
just half the amount of additive solved 
a problem of filter clogging and injec- 
tor sticking in truck engines. 

One company with a heavy-duty, 
high-speed diesel trucking fleet  in- 
creased the life of its injectors two to 
three times simply by adding 1.25 
pounds of FOA-2 to each 1000 gallons 
of fuel. 

Your DuPont representative — his 
office is listed below, right—can fill you 
in on the details of both these Du Pont 
additives. They are sold overseas as 


well as in the U.S.A. 





Neoprene-modified 
asphalt roads show great 
promise in tests 


Twelve different states are cur- 
rently helping in tests involving 
roads laid with asphalt modified 
with DuPont neoprene synthetic 
rubber. 

The new combination appears 
to do a better job of holding cov- 
er stone in place and preventing 
weather from breaking through 
to the roads’ bases. 

















New flannel board gives 
cues on TEL tank car unloading 


To help you evaluate TEL unloading 
procedures for optimum efficiency, 
DuPont has prepared a flannel board 
presentation which can simulate exact- 
ly actual plant conditions. 

With the kit provided you can dupli- 
cate tank car size, size of weigh tank, 
and unloading line elevation in exact 
scale, 

Calibrated cards show lift in inches 
Hg, vacuum needed for lift, and vacu- 
um needed to start flow when you 


| 


| 


must overcome liquid pressure in the 
tank. 

A slide rule shows quickly the rate 
of flow you can expect with a system, 
allowing for the variables of height, 
pipe friction, and pumping force. 

If you're looking for a way to pre- 
sent such facts concisely and graphi- 
cally to a group, contact the DuPont 
representative nearest you. His office 
is listed in the box below. 








———SALES OFFICES ——— 


RAndolph 6-8630 
MAin 1-3422 


Chicago 3—8 So. Michigan Ave 
Cleveland 15 


Houston 2 
705 Bank of Commerce Bldg 


Los Angeles 17—612 So. Flower St. 


New York 20 
45 Rockefeller Plaza 


Philadelphia 2—3 Penn Center Plaza 
Pittsburgh 22—1 Gateway Center 
San Francisco 4—111 Sutter St. 
Seattle 3—4003 Aurora Ave MElrose 2-6977 
Tulsa 1—1811 So. Baltimore Ave. LUther 5-5578 


In Canada—DuPont of Canada Limited, Petroleum 
Chemicals, 85 Eglinton Ave. East, Toronto 12 
Ontario HUdson 1-6461 


OTHER COUNTRIES: Petroleum Chemicals Division, 
Export Sales, Wilmington 98, Delaware, PRospect 
4-2962 


101 Prospect Ave. 


CApitol 5-1151 
MAdison 4-1354 


COlumbus 5-2342 

LOcust 8-3531 
ATlantic 1-2933 
EXbrook 2-1934 





REG. U.S. Pat. OFF. 


Better Things for Better Living 
... through Chemistry 


Du Pont Tetraethyl Lead and other Petroleum Additives 


ADVERTISEMENT—Prepared for the Petroleum Chemicals Division of E. 1. duPont deNemours & Company (Inc.) 
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These Libbey items build traffic-and 
repeat customers-at low cost to you 


Here are two red-hot traffic builders in Libbey Safedge® Glass- 
ware, to help you bring in new customers—and bring them back! 
Yet the low cost of this terrific promotion will amaze you. 


The Aqua Swirl and Smoke 9%-oz. beverage glasses offer the 4 J 

colors and luxury look so increasingly popular with today’s host- pee 

esses. They're nationally advertised Libbey Safedge Glassware. * wantin 
Because glassware is always needed and wanted, these items : 

will attract customers eager to accept your gift. And it’s easy to 

serve them. The glasses come packed six dozen to a case, and each 

case contains 18 four-pack tray carriers, folded flat. Just flip up . 

the tray carrier, insert the four glasses, and you've got another a pave Swit, 

satisfied customer. i . Revereus. Sya-ee- 
For complete information on the many ways possible to build = = os 

traffic and sales with Libbey glassware, see your Libbey Premium 

Specialist, or write to Premium Department, Libbey Glass, Divi- 

sion of Owens-Illinois, Toledo 1, Ohio. 


LIBBEY SAFEDGE GLASSWARE Owens-ILuINoIs 


AN a) PRODUCT GENERAL OFFICES « TOLEDO 1, OHIO 
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How Morton's Plan Works 


Base pay is figured on daily gallonage delivered 
by Morton Oil Co.’s 10 drivers, says Orodon Hobbs 
treasurer of the Malden, Mass., heating oil jobber- 
ship (Cities Service). “We consider 4,000 gal. per 
man a day’s work under our plan,” Hobbs adds. 
For this, drivers are paid $16.40 base pay. For 
an eight-hour day, the hourly wage rate is $2.05. 

The more drivers deliver in excess of this base, 
the more they earn. Here’s the sliding scale incen- 
tive schedule: 

e@ 36 points a gal. for the next 1,000 gal. (a 
point is Yog of 1¢) 

e@ 41 points a gal. for the next 1,000 (from 
5,000 to 6,000) gal. 

e 46 points a gal. for every gallon over 6,000 
gal. 

A few drivers get 10 points more a gal. in each 
incentive step because they deliver farther from the 
bulk plant. Their routes, Hobbs says, are at the 
extremes of Morton’s marketing area, extending 
about 20-25 miles west, north and east of the bulk 
plant at Malden. 

“We realize,” Hobbs says, “that drivers in outly- 
ing areas would be penalized if their daily deliveries 
were compared with those of drivers whose routes 
are closer to the plant.” They use more time getting 
to their routes and returning to the plant for reload. 

Here’s another angle of Morton’s incentive plan. 
All drivers get a chance to deliver to industrial and 
commercial consumers. Many of these accounts 
have 3,000-4,000-gal. tanks and most are located 
within two minutes driving time of the plant. These 
assignments are rotated among the drivers so they 
all have a chance at piling up incentive pay at a 
faster-than-normal rate. 

This idea, Hobbs says, tends to avoid the friction 
that can build up between drivers who have these 
drops regularly and those making most of their de- 
liveries into 275-gal. tanks. 

The plan Morton is using now is the second at- 
tempt at incentives. The first paid drivers a straight 
25 points per gal. for all deliveries over 3,600 gal. 
a day. Deliveries picked up some, but not enough 
to satisfy the company. “There wasn’t enough in- 
centive in that plan,” Hobbs says. The sliding 
scale overcame that fault. 

Incentive pay is figured daily and paid weekly. 
Morton’s dispatcher records incentive pay for each 
driver, compiling the information from the delivery 
tickets the drivers file with their daily report envel- 
ope. “He does that work in the morning as soon 
as the trucks pull out of the plant, using the re- 
ports the drivers left the night before,” Hobbs says. 





_ With Driver Inceni 


Morton helps drivers put out more gallons per 
day in fewer working hours. “Drivers don’t care 
much for extra pay if it means working harder and 
for longer hours,” says Hobbs. “They prefer to be 
home with their families.” 

As a result, Morton is moving to larger-size tanks 
on its trucks, has pushed up pumping-off speeds, 
and has fitted all fuel-oil hose nozzles and storage- 
tank fill-pipes with the faster tight-fill connections. 

New trucks are in the 3,000-gal. size. “We use 
them in the outlying areas,” Hobbs says, “so those 
drivers can deliver more oil before coming back for 
another load.” The smaller-capacity trucks—2,500 
gal. down to 1,800 gal.—are used nearer the plant. 

Output of positive-displacement pumps has been 
pushed up to 50-70 gpm from about 45 gpm. Cen- 
trifugal pumps deliver 70-90 gpm vs. 60-70 gpm. 


How Incentives Pay Out 


There’s been an over-all boost in delivery effici- 
ency as a result of what Morton has done to get 
drivers to deliver more oil in less time. 

e Drivers make more stops a day. “We're get- 
ting 35-45 deliveries per man per day,” says Hobbs. 
The company used to think 22-28 daily stops was 
a good record. 

e@ Average gallons delivered per hour for peak 
months has increased 25.8%. In January, drivers 
averaged 739 gph. In the peak month two years 
ago, also in January, they averaged 588 gph. 

@ Average gallons delivered per hour for peak 
winter quarter—December, January and February 
—is up 19.4%. It hit 743 gph for this heating sea- 
son’s peak quarter; it was 622 gph two years ago. 

All this adds up to more output per man in few- 
er hours at less cost to the company. Here’s how 
Hobbs figures it: 

“At 739 gph average for January, our drivers 
put out an average of 6,650 gal. in nine hours. 

“Take the same daily average output per truck 
and figure the hourly average at 450 gph—that’s 
what many in the industry are getting—and their 
drivers work 14.7 hours to deliver what we deliver 
in nine hours. 

“On our hourly pay scale, these drivers would 
earn $36.90 a day but would work five hours long- 
er than our drivers, who earn $27.09 per day. The 
former works longer to average $2.50 per hour, 
but our drivers average $3.01 per hour.” 

On that basis, Morton can figure a saving of 
$9.81 per man with its system. On its 10-man driv- 
er crew, that comes to $98.10 per day. And in a 
month of 22 working days, the savings add up to 
more than $2,100. 
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Delivery cost per gallon is less on Morton’s in- 
centive plan that it would be on straight time and 
overtime. Drivers averaging 6,650 gal. in nine 
hours and earning $27.09, put delivery cost per gal. 
at about 40 points. But a driver who takes 14.7 
hours to deliver the same amount, and who is 
paid $36.90, would boost delivery costs to about 
55 points a gal. 

Differences in earnings among drivers are usually 
minor. “We want all men to share the benefits of 
the incentive plan,” says Hobbs. The amount of oil 
delivered by each truck for the peak January month 
runs fairly close. Figures for five trucks picked at 
random show they delivered between 138,000 gal. 
and 152,000 gal. in that month. 

Higher output per truck enabled Morton to make 
January peak deliveries with one less truck. This 
saved the company about $880. Here’s how Hobbs 
figures it: 

“The average hourly output per truck for this 
season’s peak quarter is up 71 gal. from the hourly 
average output for the same period last year. 

“When you multiply that 71 gph average gain 
by our January hours of operation, you get 110,000 
gal., close to what a truck can handle in a month.” 

Morton puts truck costs at $5 per hour, or about 
$40 per day. With one less truck on the road for 
22 working days that month, Morton saved $880. 


Morton’s drivers are anxious to get to work as a 
result of incentives. They report as early as 7 or 
7:30 a.m. so they can get on their routes without 
getting caught in the morning rush-hour traffic. 

“They are inclined to take less time for lunch,” 
Hobbs adds, “because they realize they are losing 
money if they take the full hour.” 

By starting early and working during most of the 
lunch period, drivers can wind up their work day 
and return to the plant without losing much time 
in the evening rush-hour traffic, time that would 
add to their work day but not to their pay. 

Hobbs doesn’t mind sharing benefits of the in- 
centive plan with his drivers. If they are willing 
to work a little harder to boost their hourly average 
of gallons delivered, they should be rewarded by 
extra pay. 

“Incentive plans shouldn’t be put into operation 
solely to save money for the company,” Hobbs con- 
tends. “If you have to save money, you’d better 
look elsewhere.” Hobbs wants his drivers satisfied 
because they help make the company. 

Pleased with the results of incentive plans at 
Morton, Hobbs plans to extend the plan to include 
drivers of a Morton subsidiary, Wilmington Coal & 
Oil Co., Wilmington, Mass. 
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A sharp pencil, simple arithmetic, 

a few basics are all the tools you 
need to calculate whether gas or 
oil is cheaper in your area. This 
may help you stop the swing to gas 


How to Figure Gas vs. Oil Cost 


OES GAS HEAT cost more—or less—than oil 
heat in your market? 

Many oil users think gas is cheaper. Upwards of 
180,000 oil accounts a year swing to gas, says 
Charles Burkhardt, national secretary of Oil-Heat 
Institute’s distribution division. How many change 
because they think gas is cheaper is anybody’s 
guess. 

But you can slow down this trend. You can do 
it if you can talk intelligently and with conviction 
about actual comparative costs of both fuels. 
Here’s who you should try to reach: 

e@ All your present accounts. If oil is really 
more economical than gas in your market, tell them 
about it early and often enough so they won’t fall 
for any gas-heat-is-cheaper propaganda. 

@ Oil accounts who are thinking about gas be- 
cause they figure theyll save money. You may 
throw new light on the subject. 

e Former accounts now on gas who complain 
about cost. The right approach can get them back 
on the oil-heat wagon. 

e@ New-home builders. By making the proper 
calculations, you can come up with both oil and 
gas heat costs, then sell builders on oil. 


Basics to Bone Up On 

There’s nothing mysterious in coming up with 
comparative costs. It takes some pencil work and 
time, but that’s about all. 

To do the job properly, remember: 

e Heat is measured in Btu’s (British thermal 
units). 

e A gallon of No. 2 oil gives 140,000 Btu’s. 

e A gallon of kerosine or No. 1 oil gives about 
135,000 Btu’s. 

e@ Natural gas gives 1,000 Btu’s per cu. ft. 

e@ The standard gas measure is a therm. A 
therm represents 100,000 Btu’s or 100 cu. ft. of 
gas. 

e@ Based on the above relationships, it takes 
140 cu. ft. of gas to equal the Btu’s in a gallon of 


No. 2 oil, 135 cu. ft. of gas to equal the Btu value 
of kerosine or No. 1 oil. 

@ Operating efficiencies for modern oil equip- 
ment and gas equipment are about the same (NPN 
—Dec. ’*58, p. 97). 

With simple arithmetic you can figure the rela- 
tionship between the oil and gas costs on a Btu 
basis to find ou’ which fuel is cheaper in your 
market. 

A little more pencil work and you can go deeper 
into the comparative cost picture to show what the 
annual heating costs are. 


How to Use This Easy Method 


Table 1 shows the competitive prices of No. 2 
oil and a therm of gas on a Btu basis. You can 
get these competitive figures in either of two ways: 

e@ Given the per-gal. oil price, figure the com- 
petitive gas therm price by computing the Btu’s per 
penny in a gallon of oil, then divide that answer 
into the Btu’s in a therm. Here’s an example, with 
oil at 14¢ gal.: 

140,000 Btu’s (gal. of oil) = 10,000 Btu’s per 

14¢ 





penny. 
100,000 Btu’s (therm of gas) = 10¢ per gas 
10,000 





therm. 

Now you can compare the cost of oil vs. gas for 
an equal amount of heat. When oil is priced at 14¢ 
or less a gal. and gas is priced at more than 10¢ a 
therm, oil is more economical. Oil and gas cost the 
same when oil is priced at 14¢ a gal. and gas at 
10¢ a therm. When oil is priced at more than 14¢ a 
gal. and gas at 10¢ or less a therm, oil is more 
expensive. 

e Given the price of a therm, multiply by 1.4 
to get the competitive oil price. (A gallon of No. 2 
oil has 1.4 times the Btu’s in a gas therm.) With 
gas at 11¢ a therm, here’s an example: 

11¢ x 1.4 = 15.4¢ gal. oil. 

Table 2 shows kerosine and No. 1 oil prices and 
the equivalent competitive therm prices. Cost fig- 
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ures can be worked out the same way as for No. 2 
oil. Example: No. 1 oil at 15¢ gal. competes with 
gas at 11.11¢ per therm. 
135,000 Btu’s (gal. of No. 1 oil) = 9,000 Btu’s 
15¢ 





per penny. 
100,000 Btu’s (therm of gas) = 11.11¢ per gas 
9,000 





therm. 


Or given a therm price, multiply by 1.35. (No. 
1 oil and kerosine have 1.35 times the Btu’s in a 
gas therm.) Example, with a therm at 12¢: 


12¢ x 1.35 = 16.2¢ gal. No. 1 oil. 


How to Figure Annual Costs 


You have an oil account using 1,000 gal. of No. 
2 oil a year. He wants to heat with gas because he 
thinks he’ll save money. Your job: Show him the 
annual costs using both fuels: 

e@ Figure his annual oil-heat bill. Assume the 
average oil price is 15.5¢ gal. His bill is $155. 

e@ Compute Btu’s he gets. It’s 140,000,000 
Btu’s (1,000 gal. x 140,000 Btu’s per gal.). 

e@ Compute the gas he’d use to get the same 
Btu’s. It’s 1,400 therms (140,000,000 Btu’s~ 
100,000 Btu’s per therm). 

e Figure his annual gas-heat cost. Multiply 
1,400 therms by average therm price. The local 
utility can give you the average therm price or you 
can figure it from the heating bills of a gas account 
you know. Reduce cu. ft. consumption to therms, 
then divide the total cost by therms. A gas account 
using 200,000 cu. ft. a year (2,000 therms) and 
paying $250 averages out to 12.5¢ per therm 
($250 ~ 2,000 therms). 


Your oil account’s gas heat bill would be $175. 
Doing the Job in Depth 


You can do a better job in convincing your 
1,000-gal. oil account that oil is more economical 
if you can show him how his oil and gas costs build 
up throughout the heating season. Use a work sheet 
similar to Table 3 to go deeper into the comparative 
cost story. Here are the steps: 

e@ Show the monthly buildup of the heating sea- 
son. Use your own degree-day records or get the 


data from the nearest U. S. Weather Bureau. 

e Relate monthly oil consumption to this heat- 
ing season load. Your degree-day delivery records 
or delivery tickets won’t be accurate since they 
show oil delivered, not consumed. 

e Compute Btu value of oil used monthly. 


e@ Change Btu value into cu. ft. of gas (1,000 
Btu’s per cu. ft.). 

e@ Compute monthly cost of oil used. 

e Compute monthly cost of gas used. Costs 
shown in Table 3 are based on the following rate 
schedule of a North Carolina utility: 

30¢ per 100 cu. ft. for first 1,000 cu. ft. 

20¢ per 100 cu. ft. for next 1,000 cu. ft. 

15¢ per 100 cu. ft. for next 3,000 cu. ft. 

10¢ per 100 cu. ft. for all over 5,000 cu. ft. 

e Show the monthly saving with oil heat. 

All this, of course, is just a sample of how to do 
the job intelligently. You must use your own figures 
in coming up with comparative costs in your own 
area. And it may be a good selling tool to make 
comparison-cost work sheets a permanent part of 
your oil sales kit. a 


cost Gas-heat cost* hod ar 
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Oil-heat cost 

(@ 15.5¢ gal.) 
$ .775 $ 2.10 gest 
6.20 10.10 3.90 
20.15 22.70 2.55 
32.55 33.90 1,35 
34.10 35.30 1.20 
28.675 30.40 1.725 
22.475 24.80 2.325 
8.525 12.20 3.675 
1.55 3.80 2.25 


$155.00 $175.30 $20.30 





F Fuel Oil 
Granco 

BULK 

PLANT 

PUMPS 

ROTARY positive 

displacement pumps 

... with the patented GRANCO “universal 
joint” pumping action! Compact, rugged de- 
signs for light or heavy duty service. 

GRANCO fast-flow suction strainers are avail- 
able for c!l models. 





Granco 4 
LINE F 
METERS @ 


GRANCO’'s unique 

angular rotary motion 

is the practical answer 

to frictionless metering! HIGH ACCURACY is 
maintained with minimum slippage; large 
measuring chambers deliver more liquid per 
revolution; precision adjustment dials permit 
quick, accurate volume change. 


Red Flannels Come in a Winner 


THE OLD RED FLANNELS, printed in bright day-glo colors, wor a gold 
ribbon award for the Oil-Heat Institute of Oregon in a contest judged by 
the Oregon Advertising Club. Judges described the poster—topped by two 
five-foot clothespins—as having dramatic impact and simplicity. The poster 
was produced by Pacific National Advertising Agency, Portland. 


Write TODAY for FREE Engineering 
ond Data Manual on 
Pumps and Meters 


Manufactured by 
GRANBERG CORPORTION ~ 


1313 Sixty-Seventh Street, Oakiand 8, California 

















NEXT MONTH: 


NPN’s Oil Centennial 
issue — a unique 

and exclusive report 
on the oil industry 
today...yesterday... 
and tomorrow. 


Don't miss it. 


NPN 


National Petroleum News 


The Magazine of Oil MARKETING 


(To obtain more data on advertised products see page 142) 














Fuel Oil Memos... 


Scare tactics are being used by 
Washington Natural Gas Co., Seattle, 
to push its gas-heat program. 

In door-to-door distribution to oil- 
heated homes, the company is leav- 
ing tags that contain, among other 
things, this warning to homeowners: 

“Don’t get caught with a full tank. 
It may be leaking, anyhow. Who 
knows? By fall, you'll probably want 
natural gas heat.” 





In Canada, oil heat has a good 
share of the home heating market. 
Latest official figures, according to 
Oil Heating Assn. of Canada, show 
oil out in front with 52% of the 
homes. Coal has 17.9%, natural gas 
12.1%. 

In comparative growth, however, 
natural gas is ahead. It rose 3.37% 
in one year while oil went up 1.7%. 
Coal declined 5.4%. 


As a heating oil distributor, you can 
be held responsible under law for 
damages to an account’s heating sys- 
tem resulting from a runout. 

You can protect yourself by getting 
contractual liability coverage in your 
liability insurance policies, says Oil- 
Heat Institute of Westchester County, 
NOY. 

You will probably have to buy a 
“package” to get contractual liability; 


you may also have to take on products 
liability coverage, a protection for you 
when you deliver the wrong grade of 
fuel oil to an account. Products lia- 
bility covers you for a mis-delivery 
while contractual liability covers you 
in the event of a non-delivery. 

In Westchester both coverages cost 
about $21.40 per million gal. of oil 
delivered. 


®Charles H. Downey, sales manager 
for Buckley & Scott, Watertown, 
Mass., reports this sliding-scale com- 
mission plan, used by his company. 
It increased the net number of new 
accounts per year, replacing a net 
loss; got more homeowner accounts 
on the books (they tend to remain 
customers longer than non-homeown- 
ers); and maintained or increased the 
company’s equipment sales level in a 
recession year when the company ex- 
pected a 20% sales drop. (Sales went 
down only 3%, cutting gross profit 
1% over the previous year.) 
Salesmen were getting $60 weekly 
salary, 6% on equipment sales, $6 
per oil account and $12 per oil and 
service account. Now they get 15% 
commission on sales; $40-$50 per 
homeowner oil, service and budget 
account; and $20-$30 per non-home- 
owner oil, service and budget account. 
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Get your dealers to enter 


PUROLATORS 


126000" 


@ Over 2400 fabulous prizes! @ No limit to entries . : . the more the dealer 
3 Mammoth Drawings! sends in the better his and your chances! 


@ For Service Station, Garage and @ No jingles—No puzzles— 
Car Dealer Personnel only *! Nothing to buy! 


*Purolator Supplier Salesman gets a duplicate 
of dealer prize in Drawing No. 3. 


Here’s all the dealer 
has to do— 


Dealer places a Purolator “Seal of Protection” | Entry pur 
sticker on a customer’s car or truck. : 
There's a sticker in each Purolator carton. 


Sweepstakes entry blank is printed on the 
back of the “Seal of Protection.” Dealer 
peels it off when sticker is placed on vehicle 
—fills out entry neatly and completely. 


Dealer mails entries in an envelope to 
Sweepstakes headquarters in time for each 
of the 3 drawings (July 31, Sept. 30, 

Nov. 30). Remember, no limit to entries. 


Get your dealers to start sending entries now! 


The Standard Equipment Line 


PUROLATOR 


“Purolator” and “Super-Micronic™ OIL, AIR, & FUEL FILTERS 


Reg. U. S. Pat. Off. 


PUROLATOR PRODUCTS INC., Rahway, N. J.; Toronto, Ontario, Canada 
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FASTER PUMPING SYSTEM (foreground), a $2,500 investment, saves this bulk plant up to $6,200 a year. 


How Faster Pumps Pay Off 


Tidewater is going for faster pumping at many western bulk plants. 


Results: greater efficiency and profits for company and distributors 


py mawares oIL Co.’s Sacramento (Calif.) mar- 

keting district is deep in a long-range bulk 
plant modernization program aimed at faster pump- 
ing speeds. 

In a little more than two years, the district’s 
construction engineer has given the green light to 
replace 25 old and low-capacity pumps with higher 
capacity units at 18 of the 34 company-owned bulk 
plants in this area, which extends into Nevada and 
Utah. 

In some cases, new manifold systems have been 
installed to get double duty—product unloading in- 
to storage and product loading from storage to tank 
trucks—out of the new pumps. 

The program seeks and achieves double payout: 
greater efficiency for Tidewater and more profits 
for bulk plant tenants, mainly consignees. 


Case in Point 


As proof that investment in bulk plant moderni- 
zation is paying out as planned, Tidewater cites 


what happened at its Reno, Nev., marketing station, 
leased to consignee Wayne C. Hinckley. 

Tidewater spent $2,500 to modernize the plant. 
Original pumps rated at 85-gpm were replaced by 
three Ingersoll-Rand (Model 3KRVSES vapor-flo) 
pumps rated at 220 gpm. Ingersoll-Rand pumps 
went in at all other modernized Tidewater bulk 
plants, too. At Reno, there’s one pump for each 
grade of gasoline and another for two grades of 
heating oil. 

A new manifold system with Nordstrom valves 
was installed. A 3-in. line connects each pump and 
valve to the unloading area, with 2.5-in. lines 
running from each unit to storage. Lines from the 
pumps to the loading rack are 2 in. in diameter. 


What's Tidewater’s Payout 


Tidewater puts no dollar sign on its savings, but 
it’s not hard to figure that the major’s savings are 
significant. 

Tidewater says as many as three double-bottom 
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loads (8,500 gal. each) were hauled into Hinck- 
ley’s plant from the Sacramento terminal daily. 

Although the round trip is about 300 miles, each 
truck took close to 12 hours to get to Reno, unload 
product and return. 

One reason for slow going was the Sierra Nevada 
mountains. Trucks left sea level at Sacramento and 
had to climb to 7,000 ft. before hitting the down- 
grades to reach Reno at 4,300 ft. above sea level. 

Another reason was traffic congestion. 

Slow pumping-off speed at .Hinckley’s plant 
was still another time-consuming factor. 

Tidewater knew that if the trip took longer than 
12 hours, its drivers and equipment would have to 
lay over for eight hours. That’s an ICC regulation. 
Such layovers, Tidewater figured, would be costly. 

So for $2,500 Tidewater bought insurance 
against such costly layovers. Bigger-capacity pumps 
at Reno can now unload 8,500 gal. into storage in 
38 minutes, saving 67 minutes and giving drivers 
leeway to make the round trip without layover. 

“The difference in unloading speeds,” Tidewa- 
ter says, “represents both a direct time saving and 
insurance against the eight-hour layover.” 


How Consignee Hinckley Gains 


Hinckley figures Tidewater’s improvements may 
save him as much as $6,200 a year. 
With the old pumps, his 2,000-gal., three-com- 


July, 1959 * NATIONAL PETROLEUM NEWS 


LOADING TIME is 
slashed from 31 to 
15 minutes, a gain of 
16 minutes a truck 


THREE 220 - gpm 
pumps like this also 
save 67 minutes un- 
loading an 8,500-gal. 
tanker 


partment trucks were at the loading rack for 31 
minutes. That time is now cut to 15 minutes, with 
the 220-gpm pumps actually working only nine 
minutes. 

Hinckley runs a fleet of six trucks to make de- 
liveries to 21 service stations, 50 farm accounts, 
100 commercial accounts and 500 home heating 
accounts. The 15-minute saving per truck grows to 
1% hours per fleet for each of several loads per 
day. 

Bigger-capacity pumps also let him handle the 
increased sales of Tidewater’s 100-plus premium 
gasoline with present equipment. Since Tidewater 
introduced its new premium, Hinckley’s gallonage 
for that gasoline has shot up 30%. Sale of regular 
gasoline has remained the same. To handle this new 
business, Hinckley was thinking about adding an- 
other truck to his fleet. But that was before Tide- 
water improved his plant. 


Tidewater figures the investment in each plant 
should pay out in 30 months. But in Hinckley’s 
case, payout is coming much sooner. 

The remaining 16 bulk plants in the Sacramento 
district may soon be modernized, too. Tidewater’s 
construction engineer puts it this way: 

“The amount remaining to be done is entirely 
dependent on the financial analysis involved. We 
hope over the period of the next 4-5 years to be 
able to economically justify completion of all our 
plants.” s 








Caliper test shows effect 
of aging and prolonged 
compression of rubber 
covered valve squeezed in 
rim hole. Sealing area di- 
ameter of old used valve 
is definitely smaller, has 
taken a “set” and is no 
longer dependable. 


...and tell your customers why! 


For full built-in mileage over the entire life of the tire, the valve should be as new as the tire. Here’s why: 


¢ Tire Valves are built to outlast the finest tires . . . not two ¢ Tubeless tire valves are subject to everyday abuse. Heat, 
or three. cold, ozone are their enemies. 

e Though water test may show original valve doesn’t leak 
after tire is worn out, it may leak before replacement tire gives 
full mileage. 


e Removing tubeless valves tears the seating surface, and e New valves are worth many times their cost in safety 
weakens sealing quality. insurance. 


¢ Age of rubber affects elasticity. When rubber remains com- 
pressed for long periods of time, it loses elasticity. 


Be sure you have the fresh Schrader Valves you need to match your tire stocks 
—and put them in every new tire you mount. Order from your supplier. 


A. SCHRADER’S SON * BROOKLYN 38, N. Y. 
Division of Scovill Manufacturing Co., Inc. 


FIRST NAME IN TIRE VALVES 


mentite ionsiaod FOR ORIGINAL EQUIPMENT AND REPLACEMENT 
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HENRY AND ALBERT SHOTMEYER (left and right) at their headquarters in Hawthorne, N. J. 


How Two Dutch Brothers 
Are Building a Jobber Empire 


[* 1925 the Shotmeyer brothers landed at Ellis 
Island as immigrants with 37¢ in their pockets. 
Now they’re trying to buy the island as site for a 
The Shotmeyer brothers believe $16-million supertanker terminal. 


that starting from scratch is the These were ambitious Dutch boys—Henry, 18, 

best preparation for success. and Albert, 16. Their minds were filled with visions 
of America as a land of opportunity. This amounted 

They ought fo know—they did to a faith, one that the Shotmeyers still hold. 

it twice. Things that couldn’t be They’re convinced that opportunities are every bit 

done they did themselves, and as good now as they were then. 

put together a business unlike Shotmeyers Today—Shotmeyer Bros., Haw- 


4. —— —_— 
anything you've ever seen. op mami eobens 


Copy Editor 
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(Begins on page 121) 

thorne, N. J., and subsidiary companies have 218 
service stations and more than 6,000 heating oil 
accounts, with real estate arms and far-reaching oil 
connections. A large part of the business is a Mobil 
jobbership for northern New Jersey. 

Through trade agreements, real estate holding 
companies and subsidiary companies, Shotmeyers’ 
annual gallonage is estimated at well over 50- 
million. 

Soon the Shotmeyers plan to build and operate 
multi-million-dollar tanker terminals—at Rotterdam 
in their mother country, near Montreal on the St. 
lawrence Seaway canal, and at Ellis Island in New 
York harbor, if the government accepts their bid. 

All this began just a little over three decades 
ago as a 500-gal.-a-month service station. 

Formula for Growth—The Shotmeyers attribute 
their growth to long hours, hard work, persistence 
and re-investing their profits in the business. 

“We worked from early in the morning until late 
at night,” says Bert. “That prevented us from going 
out and spending money foolishly or otherwise. 
Every cent we earned we plowed back into the 
business.” 

The Shotmeyers don’t see any letup ahead. Says 
Henry, “You can’t stop. It keeps growing. We 
should be taking it easier, but every day we’re 
getting busier.” 

Bert compares Shotmeyers’ attitude towards 
work with that of a baseball player. “You may 
think once in a while you'd like to sit back and 
watch,” he says. “But as soon as you get in the 
stands, you want to be up at the plate again, 
swinging.” 


How It All Began 


A brother and some uncles of the Shotmeyer 
boys had gone to the U. S. earlier. They painted 
a picture of America as a land of opportunity. The 
Shotmeyers were to find it so, even from the start. 


The Shotmeyers started out with this station in 1925. 


The Shotmeyers pulled stakes in the Netherlands 
and sailed to America in 1925. The brothers lost 
no time getting going in the oil business. They 
opened their first station the same year. It was in 
Hawthorne, N.J., not far from the Shotmeyer 
Bros.’ present headquarters. 

This outlet had 13 pumps, selling eight different 
brands. Henry, the mechanic, had made an im- 
pression on the owner (also a Hollander), who of- 
fered to sell them the station. The boys would pay 
so much a month interest, and make payments 
on the principal whenever they could. 

“The price was too high and so was the interest, 
but we just couldn’t turn the offer down,” says 
Henry. The Shotmeyers had first, second, third 
and fourth mortgages. 

“We didn’t know what mortgage meant,” ex- 
plains Henry. “When people asked how business 
was we would say, ‘Business is good—in fact, our 


BERT SHOTMEYER 


*‘We worked from early in the morning 
until late at night. That prevented us 
from going out and spending money 
foolishly or otherwise. Every cent we 
earned we plowed back into the busi- 


ness.” 





After the ’29 crash, they got their second start with this one. Henry (the mechanic) and Bert (the carpenter) built it themselves. 


credit has become so good that we have a first, 
second, third and fourth mortgage on the place!’ 
(thinking this was a great accomplishment). The 
customers would immediately smile and give us a 
look of approval. Not until these mortgages came 
due, did we find out what they really meant.” 

“We knew so little English,” says Bert, “we 
couldn’t understand what people wanted. Maybe 
they were asking for oil, we didn’t know. We’d 
run into the station and come out with a broom 
or a tire iron, just to please the customer.” 

The station had been elbowed into the area, and 
neighbors resented it. This showed in the Shot- 
meyers’ first month’s sales—500 gal. First day’s 
gross was 84¢. 

One neighbor told the brothers they’d been 
robbed. He felt sorry for the two Dutch boys who 
could hardly speak a word of English, so he took 
them around to meet some of the people in the 
area. Business began to pick up. 

“All we knew how to do was wipe windshields 
and give service,” says Henry. “We killed people 
with service. As long as we were busy we didn’t 
have to talk to them. 

“When the people in the neighborhood started 
feeling sorry for us, that was the best thing that 
could have happened. And once we got going, we 
picked up English quickly.” 

In a year, the Shotmeyers built business up to 
30,000 gal. a month. By 1928 they had paid off 
the third and fourth mortgages. Jersey Standard 
offered to buy the station, so they sold and decided 
to finish their schooling. The crash came in 1929 
and they lost everything, ending their formal 
education. 
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Getting a Second Start 


In 1930, with $300 from mother Shotmeyer and 
help from their former suppliers and creditors, Bert 
and Henry made their second entry into the serv- 
ice station business, also in Hawthorne. They built 
a big three-day outlet themselves (see picture). 
Henry did the mechanical work and Bert the car- 
pentry (he had picked it up from another brother, a 
carpenter). They stayed open 6:30 a.m. to 11 p.m. 
seven days a week. 

“Besides starting from scratch, we had from 50 
to 60 creditors at that time. We made up our 
minds to pay these off one way or another,” says 
Bert. “Every week our mother would make up 
packages for each creditor containing amounts 
ranging from $1 to $1.75. If a creditor didn’t 
come that week, he still received only the same 
amount when he did call. Soon they were coming 
every week, and nine out of ten spent the amount 
either on gasoline or lubrication jobs. As a result, 
we immediately gained approximately 40 to 50 
customers. This strengthened our credit, so the 
same creditors were anxious to sell us more.” 

Opportunities for Growth—As the depression 
deepened, the Shotmeyers saw a chance to buy up 
stations for a song. They became Amoco sub-dis- 
tributors in 1934. At that time they had six salaried 
stations and some commercial accounts. The next 
year they went along with the Iowa Plan trend 
and began leasing their stations to dealers. They 
weren’t operating any of their own by 1939. 

In 1936 they started two bulk plants, one it 
Hawthorne and another on the Hackensack River. 
They had 30 stations. The following year they be- 
came Tidewater sub-distributors. (Continued) 
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Shotmeyers saw wartime oil shortage coming, bought 70 tank cars. They helped the U.S. meet critical defense needs 


(Begins on page 121) 

In late 1938 they bought C. J. Styger Oil Co., 
northern New Jersey jobbership, with a third part- 
ner, Robert A. Wales. A few months later the 
Shotmeyers were upgraded to Tidewater dis- 
tributors. 

(Tidewater bought out the Styger company early 
this year, and Wales became commission agent. 
This business consisted of 60 service station out- 
lets, a bulk plant, and about 120 commercial and 
farm accounts.) 

In 1936 the Shotmeyers got into the fuel-oil 
business. It was limping along then. By 1939 fuel 
oil was going strong, and the company had ac- 
counts from the Hudson River to Pennsylvania. 

Enter the Millennium—Shotmeyer Bros. was 
well on its way by this time, but a new era was 
about to dawn. With axis submarines picking off 
oil tankers in the Atlantic, the Dutch brothers saw 
an East Coast petroleum supply shortage looming. 
This was their signal for action. They didn’t wait 
for the U. S. to enter the war. Some of the steps 
they took were giant and unconventional. 

They did what most eastern marketers said was 
impossible and emerged from the war as virtual 
suppliers of oil products. 


The Grand Maneuver 


Taught in the do-it-yourself school, the Shot- 
meyer brothers weren’t going to stand by and watch 
their sources of supply dry up. They went into the 
transporting business themselves. When Pearl Har- 


bor came, they had upwards of 70 railroad tank 
cars and a 400,000-gal. barge. They picked up 
product wherever they could get it, as far away as 
Texas and California. 

Less than a year after the war began, the 
Shotmeyers were faced with a 50% cut in local 
supplies by a War Production Board limitation 
order. So the brothers went directly to Tulsa and 
Mississippi River points. In 1942 they began 
barging No. 2 oil and kerosine up the Mississippi 
to Pittsburgh and trucking it to the East Coast. 

“Foolish and too costly,” said their friends. “If 
you're lucky you'll just swap dollars.” 

“The prospect of swapping dollars made us more 
anxious to begin,” says Bert, “because it certainly 
didn’t take us very long to figure out that swapping 
dollars is much better than losing them.” 

When the system got rolling, the Shotmeyers 
kept 36 transport trucks on the road day and 


“The more gas we sold, the more we lost.” 


New Jersey’s bloody price wars of 1954 
threatened to ruin the Shotmeyers, says Henry. 
To get steady rentals to carry them through, 
the brothers leased 54 stations to majors. One 
(shown here behind Henry) was the station 
they’d built themselves to get their second 
start in business (see previous page). 





. and emerged from the war as virtual suppliers 


night. In ‘a motor-age pony express, the trucks 
picked up fresh drivers at points along the route 


from Pittsburgh to the East Coast. 

With these channels, Shotmeyer Bros. qualified 
as a primary supplier of petroleum under a federal 
defense supply program. They were the first to 
apply for a government subsidy to cover the dif- 
ference between the laid-down cost (13¢ gal.) and 
selling price (9¢ gal.). 

So experienced did the Shotmeyers become in 
this field that the federal government called them 
in as consultants in setting up a number of war- 
time agencies concerned with petroleum supply. 

As the war drew to a close, Shotmeyer Bros. 
enjoyed a supply position similar to that of a 
major oil company. In 1945 the brothers turned 
this position over to Socony-Vacuum (now Mobil 
Oil) and became Socony jobbers for northern New 
Jersey. 


The Big Expansion—The Shotmeyers had 
started building stations of their own in 1940, but 
the war held them back. In 1945, relieved of the 
immense transportation burden, the brothers un- 
coiled. They bought up a number of oil companies 
in the area and began to amass station sites. 

Under several different names (a competitive 
secret), the Shotmeyers formed five real estate hold- 
ing companies. These companies control 13 real 
estate corporations, each with its own set of prop- 
erties. Properties are leased to an operating com- 
pany for service station development. 

“We try to keep our name out of it until the 
site is bought,” says Henry, “otherwise they’re ask- 
ing for $40,000 or $50,000 instead of $20,000 or 
$25,000.” 

The Shotmeyers began their intensive building 
program in 1950. The same year a spate of gasoline 
price wars hit New Jersey. These wars grew bloodier 
until in 1954 the brothers were in danger of being 
ruined. “The more gasoline we sold, the more we 
lost,” says Henry. 

The brothers decided to lease 54 stations to 
majors. With steady rentals coming in, the Shot- 
meyers were able to stay in business. Fair trade 
and a firmer market came to New Jersey in 1956, 
and the way was clear for further Shotmeyer ex- 
pansion. 

The Shotmeyers have 218 stations now and are 
building two a month. They plan to build an 
additional 80—and even more as long as the mar- 
ket stays firm. 

They’ve gone as high as $154,000 for a single 
station, expect to sell 60,000 to 80,000 gal a month. 

Among the company’s 60 employes are full- 
time, year-round carpenters, plumbers and masons 
who do almost nothing but build stations. 

The Shotmeyers are all over their territory like 
a blanket. They hold such a large share of available 
sites in some localities that major oil companies 
often have no choice but to work through them. 
“We find ourselves financing the majors,” says 
Bert, “instead of the other way around.” 


“In one town where there are eight stations and 
no more available sites,” says Henry, “we own 
six. But we see to it there are different brands, so 
the people can choose.” 

Station Permits—Many of the Shotmeyer stations 
are located in fine residential areas. Getting station 
permits is, of course, often no pushover. The 
brothers have a systematic plan. They contact all 
residents who might block an application. 

Armed with an enlarged color photograph of 
the kind of colonial or modern outlet that would 
be built (see page 130), the Shotmeyers explain 
how such a station would be a community asset. 
They point to other stations like it in the area to 





Management 


(Begins on page 121} 
show that the new stations not only start out hand- 
some and clean but are kept that way. 

On top of the colonial stations is a decorative 
cupola with the sign “Welcome to Wyckoff” or 
whatever the name of the village is. This helps put 
the outlet over as an integral part of the com- 
munity. 

With this plan, the Shotmeyers often succeed in 
getting permits where others fail. 

Trade Agreements—The Shotmeyers have sold 
or leased stations to about half the majors in their 
area. The brothers do all their own financing, very 
seldom take any cash for their stations. 

“We let a company use a chain of stations, say, 
for 10 years. In exchange we take an equivalent 
value of product,” says Bert. Suppliers say the 
Shotmeyers are the only jobbers doing this. 

The brothers can lift product anytime, anywhere 
—including overseas—during the agreement peri- 
od. They buy at prevailing cargo prices. If a broker 
calls and says a buyer would like so much prod- 
uct at such and such a place, the Shotmeyers 
often have the connections to supply it. Or they 
can work out an exchange agreement. 


The Sky’s the Limit 


The Shotmeyers have just launched themselves 
into tanker terminal operation. There are signs it’s 
only the beginning. 

Shotmeyer Bros. and some Dutch interests are 
in the process of acquiring 58 acres near Rotter- 
dam (Holland) harbor for a tanker terminal (it'll 
handle ships up to 40,000 dwt). By late summer 
1960 the brothers plan to be in business with 4- 
million bbl. of product storage. 

The terminal will be located in the same gen- 
eral area as terminals of Standard Oil (N.J.), 
Shell, Caltex and others. 

The Shotmeyers also have 41 acres near Mon- 
treal on the St. Lawrence Seaway canal. In a couple 


of years the brothers plan to build an $8-million 
tanker terminal (1.5-million bbl.). 


Ellis Island: A Vision—The apple of Shotmeyers’ 
eye is Ellis Island. It happens to be where they 
first landed in America 34 years ago. The U. S. 
government has stopped using the island for im- 
migration services and has put it up for sale. 


If the Shotmeyers bid successfully, they'll build 
a $16-million supertanker terminal and a displaced- 
persons home on the island. All bids, including 
the Shotmeyers’, have been turned down twice. 
This time the government may set a price, and the 
brothers think they have the inside track, 


“It’s the only spot on the East Coast where 
supertankers (100,000 dwt) could unload directly 
into tanks,” says Henry, who specializes in this 
end of the business. “And so far ours is the only 
bid that takes the island as is.” The brothers bid 
$151,201 last time. There were higher bids, but 
they carried conditions the government would find 
unacceptable, Henry believes. 


Ellis Island, 27 acres, lies in New York harbor 
about one mile from Manhattan and %4 mile from 
the New Jesey coast. The Shotmeyers would build 
23 tanks holding 84-million gal. of product, berth- 
ing for seven or eight supertankers. 

The brothers would rebuild the main admini- 
stration building on Ellis Island and get rid of 
the other structures. This would be used to handle 
displaced persons through World Church Services 
of New York City. Last year the group arranged 
for the entry of 6,000 people; this year it expects 
9,000. 


The Shotmeyers would support the displaced 
persons until they could find employment. 


How the Shotmeyers Do Business 


The Shotmeyer brothers run a lean, vigorous 
business. They’ve grown accustomed to being on 
top. Competitors will tell you that when you 
grapple with the Shotmeyers, you know you’ve met 
a match. 


BERT SHOTMEYER 


“Opportunities in this country are 
greater now than they’ve ever been. 
That’s because so many people are on a 
short hourly work week. A man who 
wants to start a business for himself 
and doesn’t mind giving up his time 
has a terrific advantage.” 





The prema cover r their poorneras like a blanket. They own both of these major-brand stations. 
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With their own money, the brothers gobble up sites, build two stations a month. ed s their 217th. 
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Shotmeyer Bros. has three bulk plants for 6.5-million gal. They’re eyeing a deal for 10-million more. 


In the battle for maximizing profits, the Shot- 
meyers miss few opportunities to improve efficiency. 
Their instinctive Dutch thrift guards them against 
gimmicks and frills. 

The Dealer Problem—Getting and keeping good 
service station dealers is the Shotmeyers’ biggest 
problem. But even so, turnover is a comparatively 
low 5%. This is because Shotmeyer Bros. has some 
of the finest sites and stations around, says Bert. 

The brothers lease the stations to their dealers. 
Most must put up $4,000 of their own to start. 
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Shotmeyer Bros. maintains the Mobil image. It 
uses Mobil operating procedures, training, promo- 
tions and other plans, and sells at major-brand 
prices. 

Friendly service is the Shotmeyer motto. It runs 
through all their efforts. “The cheapest merchan- 
dising you can get is a big hello,” says Bert. “It 
doesn’t cost a thing.” 

Dealers get cash prizes for keeping rest rooms 
clean, stations neat. The Shotmeyers hire checkup 
men unknown to the dealers. These men may be 





“It's the only spot on the heat Ghai 
directly 


supertankers could unload 


tanks.”’ 


(Begins on page 121) 

drivers for the telephone or power companies or 
other businesses. They drop in at different stations 
and make out a report. The checkup drivers call 
on big stations as often as 10 times a month, on 
small stations as often as five times. 


Heating Oil—The Shotmeyers regard their 
burner servicemen as their key weapons in the 
heating oil business (23-million gal. a year). 
“They're your contact with the public,” says 
Henry. “You stand or fall on the performance of 
your servicemen.” 

So far natural gas hasn’t hurt the Shotmeyers, 
adds Henry. “We’re growing steadily. Actually, 
natural gas has been a blessing. We wouldn’t have 
been able to keep up with demand otherwise.” 

Most of the money the Shotmeyers spend on 
advertising ($12,000 a year) goes for heating oil. 
This they plug under the Shotmeyer name. They 
advertise gasoline as Mobil. The brothers do all 
their own advertising, even write their own copy. 

Storage and Transportation—Shotmeyer Bros. 
has three bulk plants—at Hawthorne, Old Tappan 
and Morristown—with storage of 6.5-million gal. 
The brothers are eying a deal for 10-million gal. 
more. 

They get their product delivered mostly by out- 
side truckers, but they have three transports. 

All their tank truck drivers own their own ve- 
hicles (3,000-gal.). This eliminates repair depots, 
lengthens truck life, and increases delivery effi- 
ciency, the Shotmeyers believe. One driver delivers 
2-million gal. a year by himself. He makes 10-11 
loads a day. 

About a third of Shotmeyers’ product is de- 
livered direct, mostly to big commercial accounts. 


Philosophy for Dealers—When the Shotmeyers 
talk about how to run a service station, dealers 
listen. After all, the brothers parlayed a dog into a 
huge business enterprise. 

“Everyone is saying you can’t get ahead in busi- 
ness anymore. That’s a lot of bunk,” says Bert. 

“Opportunities in this country now are greater 
than they have ever been,” he insists. “That’s be- 
cause sO many people are now on a very short 
hourly work week. A man who wants to start a 
business for himself and doesn’t mind giving up his 
time has a terrific advantage. 

“If he started a service station, for instance, 
and opened at seven in the morning and closed at 
a late hour, and exercised all his politeness and 
humbleness and made a real effort to give first- 
class service he couldn’t help but succeed. 


“He wouldn’t have any time to go out and spend 
his money foolishly. Every cent he earned would 
be plowed back into the business. 


“I think the service station education is one you 
couldn’t very well buy or learn in the finest col- 
leges of the world. You get fine close contact with 
all kinds of people, which you can use in your 
later life. 

“To start from scratch is just about one of the 
most essential things for success because you learn 
to appreciate the simple things in life and you learn 
how to get by with very simple things. 

“Everyone is born loaded with valuable poten- 
tial, such as smiles, politeness and humbleness,” 
says Bert. “These can be exercised all through 
life as the greatest weapons for success. 

“This my brother and I have been doing ever 
since we came to this country and it has helped 
us succeed.” bal 
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To be sure -ODOM USES GORMAN-RUPP 


Four O3C-B centrifugal pumps that prime are always on the job 
for this South Carolina jobber 


A successful bulk terminal operation is the result of 
deliberate planning. Everything is keyed to fast turn- 
arounds. Delays due to faulty equipment cannot be 
tolerated. 


Says Mr. L. A. Odom, owner of this fine, new plant at 
Spartanburg, “‘Pumps are crucial to a business like ours. 
We can afford only the best. And, to our knowledge, 
these Gorman-Rupp Pumps are exactly that. Our dual- 
purpose 03C-B’s unload trailers and also deliver to the 
loading rack. We are proud of this terminal’s outstand- 
ing efficiency.” 


Ask your Gorman-Rupp Distributor about the exclu- 
sive features of ‘‘O’’ Series Pumps. Safer—no check 
valve means freedom from dangerous, high pressures na 
from confined, heat-expanded liquids. More efficient— 8° °?3%.*% a SAS Re 


straight-in suction removes entrance restrictions, in- _ installation details: Four 03C-8 Gorman-Rupp Pumps with 5-hp explosion-proof 
creases priming lift. motors; 3” lines, strainers and valves; air eliminators; 20,000-gal. storage 
tanks. Delivery to tanks, 225 gpm; to loading rack, 200 gpm. 


THE GORMAN-RUPP COMPANY 
305 Bowman Street Mansfield, Ohio 
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Non-steel construction of this jobber-built station cuts insurance costs. Prefab trusses speed up roof job to 112 days. 


Here's Versatility —Plus 


HOTMEYER BROS., Hawthorne, N. J., believes 

it has come up with one of the most versatile 
service stations ever made. The structure has flexi- 
bility as a station and can be used for other pur- 
poses, too. 

The Shotmeyers designed and copyrighted the 
building themselves. They also do the constructing. 
(For more on the Shotmeyer brothers, Henry and 
Albert, see page 121). 

They’ve put up some 40 already, have 14 under 
construction, and plan to build about two a month 
for an indefinite period. They talk about construct- 
ing 80 more and don’t set a limit as long as the 
market stays stable. 

“We thought we’d go out and give people what 
they want, instead of satisfying ourselves as the 
majors do,” says Albert Shotmeyer. 

Here are some of the station’s features: 

e@ Non-steel construction. “This cuts insurance 
costs,” says Bert, “because steel supports will 
buckle and collapse in a fire.” 

e@ Reinforced concrete pillars. (The Shotmeyers 
precast them at a small installation at their Haw- 
thorne bulk plant.) The pillars can be put up at 


different places at the front of the structure. This 
type construction allows two walk-in doors into 
three bays. If they’re damaged, the pillars can be 
replaced in 14% to 2 hours at minimum cost. 

@ One-level floors, with no step-up or step- 
down into the driveway. “This lowers liability in- 
surance rates,” says Bert, “because there’s less pos- 
sibility of tripping.” 

@ Open-span construction, making it possible 
to partition anywhere. 

e@ Plumbing and wiring conduits all exposed 


Modern unit is identical except for roof and facing. 
Pillars on both models can be replaced in 1 to 2 hours. 
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Partitions, concrete pillars can go anywhere in open span. 


for easy repair, keeping maintenance costs low. 

e Prefabricated wooden trusses, assembled at 
the Shotmeyer shop in Hawthorne and delivered to 
the job. “This enables us to put on a roof and have 
it under cover in about a day and a half,” says 
Bert. 

e Fluorescent lighting, for reduced electricity 
bills. (In the future, says Henry, both station and 
area lights will operate on one switch—to prevent 
operators from turning off area lights. “They think 
they’re saving money,” explains Henry. “But if 
they get one extra customer, it’s worth it.”) 

e Low ceilings so interior lights illuminate the 
drive better. 


e A cupola on the colonial model saying “Wel- 


Stations adapt readily to different brand requirements. 
One-level floors reduce tripping danger, liability rates. 
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New Ideas in Stations 





Pillars form 2 doors into 3 bays. Colonial model: $34,000. 


come to [whatever the name of the town is].” 

Modern and colonial models are built on the 
same basic structure. The Shotmeyers have built 28 
moderns but will construct more only on request. 
They’ve built 12 colonials, have 14 under con- 
struction, and plan to concentrate on this type. 

The Shotmeyers sell the colonial for $34,000 
(plus site and equipment). 

“The same structure could be used for other 
purposes,” explains Bert, “because it can be altered 
so easily.” 

Here are some possibilities the Shotmeyers list: 

Drive-in bank. 
Restaurant. 
Drive-in dry cleaner. 
Superette grocery. 
Florist, especially drive-in. 
Drive-in shoe store. 
e@ Frozen food shop. (“Many frozen food com- 


"panies are losing their identities to supermarkets,” 


says Bert. “They’re thinking of starting up chains 
of branded frozen food shopping centers.” ) 

“The versatility of the building is an added sell- 
ing point, especially in case you should need fi- 
nancing,” says Henry. “Lenders are more likely to 
put up money for a structure if its design isn’t 
tied exclusively to one use.” ial 





VENTS. RUST Not 


oi! Away 


nroeesitian. 


eee 
Shon 


/ 





4 


ANTI-FOAMIK 


A 





PEAK WITH RUST-GUARD 





YEARS-AHEAD FORMULA! Three years in 
research and development — and finally 
came the break-through. CSC scientists 
succeeded in attaining their goal —the 
formulation of a significantly improved 
ethylene glycol anti-freeze. 


It had to pass hundreds of tests to prove 
itself! First, in bench-type corrosion tests 
... then in a series of exhaustive simulated 
service tests. And finally, actual passenger- 
car road trials in which the test cars were 
driven hundreds of thousands of miles. Re- 
sult: our introduction last year of the new 
Peak Anti-freeze with RUST-GUARD. 


SEVEN SPECIAL CHEMICALS! Only PEAK 
has Rust-Guarb, the exclusive CSC com- 
bination of seven special chemicals in a 
balanced formulation that gives all the 
metals and alloys in the automobile cool- 
ing system the most effective protection 
obtainable against rust and corrosion — 
under all driving conditions! 





1440-HOUR SIMULATED SERVICE TEST 
(with solutions that protect to 15°) 
SHOWS THAT PEAK GIVES 5 TO 14 
TIMES BETTER PROTECTION 

AGAINST CORROSION LOSS of 
aluminum, brass, copper, solder, 

steel and cast iron! 





1440-HOUR SIMULATED SERVICE TEST 
(with solutions that protect to 35° 
below zero) SHOWS THAT PEAK 
GIVES 7 TO 33 TIMES BETTER 
PROTECTION AGAINST CORROSION 
LOSS of aluminum, brass, copper, 
solder, steel and cast iron! 





Proof of PEAK Performance! 


“Made To Order” For the ’60 Models 


(and every other car on the road) 





Actual Metal Loss in milligrams 
Brand 200 
PEAK 
Brand “A” 
Brand ‘’B”’ 
Brand ‘’C’’ 
Brand ‘’D”’ 


Actual Metal Loss in milligrams 
Brand 06 50 


PEAK 
Brand “A” 
Brand “’B”’ 
Brand “’C’’ 
Brand “’D’”’ 





PEAK’S ALL SET FOR THE ‘60's! The news 
is — more aluminum in engines and cool- 
ing systems than ever before. PEAK with 
RustT-GuarD is ready for them. PEAK’s 


years-ahead formula meets the demands of 
present-day automotive production—gives 
maximum protection against corrosion of 
aluminum. 





developed by COMMERCIAL SOLVENTS 








Brand 
PEAK 
Brand “A” 
Brand “’B’’ 
Brand “‘C’’ 
Brand “D” 


1440-HOUR SIMULATED SERVICE TEST 
(with solutions that protect to 35° 
below zero) SHOWS THAT 

PEAK GIVES 63 TO 114 TIMES 

BETTER PROTECTION AGAINST 
CORROSION LOSS OF ALUMINUM! 





PEAK—A-1 for Aluminum! 





Actual Metal Loss in milligrams 





CAR MANUFACTURERS DEMAND IM- 
PROVED CORROSION PROTECTION — 
AND THAT'S WHAT PEAK GIVES! Fact! 
Because of the special corrosion problems 
with aluminum, car manufacturers are 
seeking better anti-freezes to protect 
aluminum. That’s why we call PEAK the 
“years-ahead” anti-freeze — it will protect 
where old-fashioned anti-freezes fall short. 
It’s almost as if Detroit had designed the 
new cars with PEAK in mind! 


THE CHOICE OF LEADING U. S. IMPORTER, 
TOO! Last winter a major importer of 
well-known continental cars — with a wide 
variety of anti-freeze brands to choose 
from — approved only two for installation 





under the manufacturer’s new car war- 
ranty — and PEAK was the only nationally- 
advertised brand thus approved! 


MAKE THIS EASY ‘‘PROVE-IT-YOURSELF”’ 
TEST? Clean the cooling systems of a num- 
ber of your customer’s cars this fall to re- 
move old rust and scale. Install PEAK in 
half of them. When your customers come 
in for a “drain-out” next spring, see for 
yourself the extraordinary difference be- 
tween PEAK and the other brands. Drain 
off.a “‘sample’”’ from a PEAK-protected 
cooling system and one from a cooling 
system protected with any other anti- 
freeze. You'll see the difference. You'll see 





CORPORATION GY 


the clear, clean superiority of PEAK, and 
the cooling system of every PEAK-pro- 
tected car will be “clean as a whistle”! 

THERE ARE SOME THINGS PEAK WON'T 
DO! Peak with Rust-GuarD won't freeze 
up, won't boil away, won’t harm gaskets or 
rubber hose. It won’t mar or mark the 
finest car finish. It won't creep, seep or 
leak from a cooling system tight enough to 
hold water. PEAK gives guaranteed all- 
winter, all-weather anti-freeze protection. 


PEAK ANTI-FREEZE 


with RUST-GUARD 


ORDER YOURS NOW — be way ahead 
with the years-ahead anti-freeze— 


PEAK 
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Don't forget 
Norway? M7 


Ani. . ezt 
—The Non-Permanent Type bs 
for Your Economy-Minded 
Customers 
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PROVED EXPERIENCE—Heil developed the first 
welded aluminum tank back in 1930. . . has built 
" H E more aluminum tanks of all kinds since then than 

any other manufacturer. Today, three out of every 
four petroleum tanks Heil builds are aluminum .. . 


and the trend continues to grow. 
BIG SWING TO ENGINEERING LEADERSHIP—Heil—/irst to use 


— automatic welding on aluminum, in 1939. First to 
build frameless aluminum trailerized tanks, in 1941. 
First, and still exclusive, with triple-dished heads 
flanged automatically in one operation on a Heil- 


designed, 800-ton hydraulic press. Result: precise 
A & U M t N U M ? head uniformity, perfect fit in assembly, sound, 
dependable welds. A Heil tank is always smooth, 
straight and strong. 


UNEQUALED FACILITIES—Special Heil-designed 
equipment insures highest standards of manufacture. 
Quality control includes spot checking by radio- 
graph X-raying of welds. Each tank is tested with 
dye solution and pressurized oil before final O.K. 
All this, plus a research and development program 
that leads the industry with fresh, new, profit- 
making design ideas for today’s haulers. 





When you buy aluminum you make an im- 
portant investment, so remember this: 
nobody knows aluminum like Heil. See your 
Heil man soon . . . he’s got the facts you 
want to hear when you consider your next 
aluminum tank. 





rur HEIL co. 


Milwaukee 1, Wisconsin 


Other Heil products for liquid hauling 
External ring, clean bore, insulated and non-insulated 
tanks for a wide variety of chemicals, petroleum and 
liquid foods in aluminum, 
stainless or high-tensile 
steel, and plastic. 


Factories: Milwaukee, Wis. ; Hillside, N. J.; Lancaster, Pa.; 
Cleveland, O.; Modesto, Calif. 
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DETROIT 
NEWSLETTER 


BY DONALD MacDONALD 


> A prominent “Big Three” engineer 
told NPN that central hydraulic sys- 
tems for passenger cars will be a 
reality within two years. He further 
stated that a parallel development for 
trucks was underway. 

To date, no oil company has offer- 
ed a petrochemical satisfactory for 
use in such a system. If none is forth- 
coming within 90 days, a decision in 
favor of a synthetic fluid is expected. 
Another problem is arranging changes 
in the statutes of 13 states, each with 
stringent brake fluid specifications, to 
permit use of such a system. 

As visualized, a central hydraulic 
power source will operate brakes, 
steering, windshield wipers, assists 
(such as window lifts and seat adjust- 
ment) and possibly even starters and 
fuel pumps. 


> Checker Manufacturing Corp. fin- 
ally showed its much delayed Superba 
passenger car version of the familiar 
seven-passenger taxi at a small trade 
fair held by Western Michigan Uni- 
versity. National showings were ex- 
pected this summer. A station wagon 
model will also be offered. Both will 
be powered by an OHV six supplied 
by Continental. 


> Very little mechanically new will be 
featured in standard-sized 1960 pas- 
senger cars emanating from Detroit. 
Those GM divisions that use hydra- 
matic will offer a redesigned version 
featuring a slimmed-down case de- 
signed to be bolted either to the fly- 
wheel housing or to the differential. 
The latter arrangement, of course, is 
the much rumored “trans-axle,” but 
its adoption is not expected before 
the 1961 season. 


> Ford has pushed back introduction 
of an aluminum engine block because 
of noise problems. The company also 
has a new transmission in the works 
but it will not be ready for 1960. 
Styling of these cars will continue to 
incorporate the conservative, Thunder- 
bird-inspired theme. Serious consider- 
ation is being given to dropping 
Lincoln entirely after 1960, with the 
Continental name to be continued by 
an extra-luxurious version of the T- 
bird. 
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> It’s official now. General Motors has 
announced that Chevrolet will manu- 
facture a “light car” called the Cor- 
vair this fall. It will be sold by all 
Chevrolet dealers, and assembled at 
plants in Willow Run, Mich., Kansas 
City, Mo., and Oakland, Calif. 

Both Ford and Chrysler hedged 
their plans of similar projects on “con- 
tinued favorable marketing condi- 
tions.” Ford will call its product the 
Falcon, and did not clarify its distri- 
bution plans. Chrysler’s car will be 
the Valiant, and the announcement 
specifically stated that the project 
would not be associated with the ac- 
tivities of any existing division. 








> Chrysler Corp.’s new unitized bodies 
will continue chief stylist Virgil Ex- 
ner’s dart-like “forward look.” A new 
OHV six will be fundamentally inter- 
changeable between the small Valiant 
and economy model Plymouths and 
Dodges, along with a new, relatively 
inexpensive, two-speed automatic 
transmission. 


> The independents will sit on their 
profits for another year. Rambler is 
due for a major facelift but not much 
more. Studebaker will be little chang- 
ed except for adding a convertible. 
The Hawk line will be kept, but there’s 
no hope for revival of the Packard. 




















LOOK AT YOUR AIR COMPRESSOR THIS WAY! 


You may install it far out of the way, but your compressor works 
with you on dozens of jobs every day. That’s why it’s so im- 
portant to have a compressor you can rely on to give you depend- 
able low-cost air power for every need. And that’s why rugged 
Quincy Compressors with exclusive Safe-Q-Lube are preferred by 
service station operators and garagemen everywhere. Over 100 


authorized parts and service depots from coast to coast. 


for Catalog. 


Write 


uincy 


umey 


COMPRESSOR CO. 
Dept. NPN-759 


Gentlemen: Send free catalog of 
Quincy Compressors for automotive use. 


QUINCY, ILLINOIS 





NAME 





COMPANY 





ADDRESS 





city 


ZONE STATE 
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On time on FIRESTONES 


They cut costs on fuel oil deliveries 


Whether you operate one truck or twenty trucks, count on Firestone 
Rubber-X, the longest wearing rubber ever used in Firestone truck tires. 
It’s yours with every Firestone, for extra trouble-free deliveries and lower 
truck tire costs. 

And along with new long-wearing tire rubber, all Firestones bring you 
Firestone S/F (Shock-Fortified) cord for still more stamina and depend- 
ability. No wonder more and more truck owners like yourself find it good 
business, always, to buy Firestones when replacing old tires—and to 
specify Firestones on all new trucks. Ask about them today at your nearby 
Firestone Dealer or Store—your headquarters for fast, reliable service! 


LOOK FOR NEW LOW COSTS PER MILE WITH LONG-WEARING FIRESTONE TRUCK TIRES 


Copyright 1959, The Firestone Tire & Rubber Company 
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TRANSPORT SUPER ALL TRACTION 


4) 


BETTER RUBBER FROM START TO FINISH 
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Tires—Batteries—Accessories 





Are Your TBA Sales Keeping Pace? 








Compare your tire sales gain with the 14% national increase expected 
in 1959 over 1957. And read these valuable ideas on TBA selling, 
from the annual meeting of the Eastern Oil Industry TBA Group 








BY ALL REPORTS, oil’s TBA vol- 
ume is showing a healthy increase this 
year for all products except batteries. 
This was noted by chairman Robert 
D. Park, Sun Oil Co., in opening the 
annual meeting of the Eastern Section, 
Oil Industry TBA Group, at Shaw- 
nee-on-Delaware, Pa. 

Charles A. Eaves, manager of 
Goodyear’s petroleum sales depart- 
ment, said 1959 gives every indication 
of being an all-around record year 
despite an anticipated slowdown in 
the third quarter. Replacement pas- 
senger tires will hit 64.5 million this 
year, he said, up 5% from 1958 and 
14% from 1957. 

Check your own unit sales with 
that 14%, two-year advance, Eaves 
advises oil men. If you’re ahead more 
than that, you’re making progress. 

Tire Stocks—A comment from a 
member that dealers don’t carry ade- 
quate tire stocks set off an informal 
discussion. One TBA man said stock- 
ing up on tires is one thing, selling 
them another. “You don’t make tire 
salesmen overnight,” he observed. 
He told how his company is giving 
concentrated eight-hour, on-the-job 
coaching on tire selling. 

Several TBA men said dealers are 
scared off by the great profusion of 
tires in use. Suggested remedies in- 
clude an “all-purpose” tire or some 
plan to get stocks closer to dealers. 

Answering the charge that rubber 
companies are responsible for the 
complexity of tire lines, Eaves main- 
tained that complexity is equally a 
problem in tire manufacturing. 

There’s one thing you can do for 
dealers who resist sales training, 
Eaves continued. Get them to display 
tires as close to the point of gasoline 
sale as practical; and get them to offer 
top-notch, all-around station service. 

For display purposes junk tires with 
paper tire wrappings do very well, 
Eaves said. Goodyear branches have 
the paper and they have wrapping 
machines that move around from sta- 
tion to station. Such displays, com- 
bined with a reputation for all-around 
good service, often induce customers 


to let it be known when they’re in- 
terested in tires. 

Retreads—A reference by Eaves to 
the growth in retread sales brought 
a comment from the floor that third- 
line tires, promoted largely by rubber 
companies, have the effect of holding 
down retread volume. In reply Eaves 
said there will be 29-million retreads 
sold this year in addition to the pre- 
dicted 64.5-million replacement tires. 
The figures show that for the past 
four years one retread has been sold 
for every 2.2 replacement tires. 


Filling the Gaps 

Direct mail does better than sales- 
men on special TBA promotions, ac- 
cording to W. T. Keller of Tide- 
water’s eastern division. Each month 
the TBA department sends a one- 
color, one-page flyer to dealers, tell- 
ing about a special TBA promotion. 

Since the plan was begun about two 
years ago, TBA sales have shown a 
substantial increase, said Keller, even 
though salesmen still pick up about 
80% of the resulting orders. Some 
general-line salesmen are prone to 
push certain favorite TBA items, or 
none at all, said Keller. “As a result 
we found too many cases of dealers 
who never heard about our TBA 
promotions. Now we are forcing the 
salesman’s hand.” r 

How a customer lubrication record 
forms a vital link to TBA sales for 
station operators was demonstrated 
by Ray Gage, Calso Oil Co. Gage 
presented a film called “Salesman 
Cornelius,” using a cast drawn largely 
from company employes. The film 
gives examples of added sales based 
on a good lube record. 

How American Oil fills the equip- 
ment gap and sells TBA merchandise 
in the same campaign was described 
by H. A. Spott. In April, Amoco 
launched a six-month dating program 
with special credits of $1 on each 
nylon tire, 50¢ on each rayon tire 
and each first-line battery, 25¢ for 
each second-line battery, and 5% on 
all accessories except fair-traded Anco 
wiper blades. 
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Dealers may apply credits toward 
purchases of a complete array of 
equipment starting with a Coats Iron 
Tireman and including tire display 
racks, battery chargers, jacks and 
similar items. Dealers also have the 
option of applying credits toward 
additional TBA purchases. 

Good dealer acceptance of the pro- 
gram is due in part, Spott believes, 
to specially designed small flip charts 
provided at considerable expense for 
each company salesman and each 
jobber salesman. 

In the roundtable discussion follow- 
ing Spott’s talk, it was suggested that 
such a plan has the virtue of “whole- 
saling the salesman’s time” by en- 
abling him to close a large TBA order 
on one call. A member reported good 
results from a similar plan with the 
addition of a gallonage payment op- 
tion for dealers. And E. H. Almy, 
head of Amoco’s TBA department 
reported April TBA sales were 34% 
ahead of last year, although offset in 
part by a sharp falling off in orders 
just prior to the start of the program. 


Batteries Need Ratings 


The trend to omit capacity mark- 
ings from batteries can and should be 
discouraged by oil companies, said 
James J. Peck, general sales manager, 
Price Battery Corp. With no capacity 
identification there’s a presumption 
that capacity is less than it’s supposed 
to be, and the motorist can’t tell 
whether he’s getting enough capacity 
for his car. 

Increased electrical loads in today’s 
cars call for full-capacity batteries. 
Instead, customers are being sold an 
ever rising percentage of low-capacity 
low-price batteries. Among some of 
the largest battery marketers the per- 
centage ranges from 30% to 50%, 
said Peck. 

To sell batteries intelligently the 
dealer needs only to understand basic 
battery principles well enough to ex- 
plain them, said Peck. And if the 
dealer knows batteries and has ade- 
quate testing equipment, he can avoid 
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For 41 Years... 
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distribution pattern. a For Many of 
Fick the World’s Leading Marketers 


The most advanced automatic equipment and the latest 
production methods insure highest quality batteries con- 
sistently. Now ... we are the first in the automotive 
battery industry to install ACCURAY .. . the modern 
miracle that automatically controls plate accuracy through 
atomic energy, insuring absolute uniformity of battery 
performance. Our own lead-smelting, oxide and plastics 
Divisions provide complete control of production and 
: quality from start to finish. Dry-charge facilities have 
Birney ty been greatly expanded in all plants. Our own fleet opera- 
ee tion assures freight economies and dependable service 
anywhere East of the Mississippi River. We’ll be glad to 
discuss your battery program and assist you in planning 
for increased battery profits. 


FIRST IN OUR INDUSTRY WITH 


Atomic control of Accuracy and Uniformity ... 
Fully Automatic ... Assures Maximum Power, 


PLANT NO, 4 Performance, Life. 
WAPAKONETA, OHIO | : 





One of the Pioneers in DRY-CHARGED Batteries 











(Begins on page 137) 
much of the ill will growing out of 
[unnecessary adjustment claims. 


TBA Ice-Breakers 


To help more dealers suggest TBA 
products, Irving J. Fox of Warner- 
Patterson made this suggestion: Why 
not come up with an industry-wide 
program of weekly or monthly “ice- 
breaker” questions? 

As a tentative example Fox said a 
good question to use while cleaning 
the windshield might be: “Can we 
check your cooling system now? We 
have a special on this service today.” 

Fox also wondered why a joint con- 
sumer advertising campaign couldn’t 
be organized to get the public to ask 
for TBA products at service stations. 
He feels a plan could be laid out to 
promote the whole TBA line, cover- 
ing one product at a time perhaps on 
a monthly basis. 

Both support and criticism were 
voiced by members in response to 
Fox’s suggestion. One member noted 
that accessory manufacturers do, in 
their consumer advertising, urge mo- 
torists to ask for specific TBA prod- 
ucts and services. 

Fox explained he was thinking of 
a joint campaign along the lines of 
those conducted by hardware dealers 
and similar trade groups. 


Tires—Batteries—Accessories 





Scopes for Service Stations 


Some 600 Shell dealers have in- 
stalled oscilloscopes largely as a re- 
sult of Shell’s tuneup training pro- 
gram, said E. H. Cain, assistant retail 
manager. Shell believes three classes 
of minor repairs—tuneup, brakes and 
wheel alignment—are practical and 
profitable for service station operators. 

“Today minor repair service at- 
tracts car owners,” said Cain, “and 
provides additional dealer profit.” Di- 
vision retail managers arrange with 
equipment people to present tuneup 
or other training to Shell dealers. 
Dealers buy equipment direct without 
any help from Shell. 

The training originally offered by 
United Motors Service was too com- 
plicated and scared off some dealers, 
observed Cain. “We showed them 
how tuneup could be taught in simple 
terms,” he said, “and we now have 
a new 30-hour, simplified course.” 

Answering queries, Cain and TBA 
manager W. L. Rockwell said that the 
local service offered by the equipment 
manufacturer is an important factor. 
They also said Shell is willing to add 
bays for dealers who have a large 
volume of minor repair work, and in 
some cases have done so. They agreed 
that once men are trained they may 
be hired away. “You have to accept 
that,” Can concluded. 


TBA Needs More Room 


STATION LAYOUTS show a trend 
to more working space for doing 
added services, more parking area 
for customers seeking those services, 
and more display space in the work 
bays. This is reported by G. A. 
Florez, president of Florez, Inc., 
Detroit. 

Speaking before the Canadian TBA 
Conference in Toronto, Florez said 
further expansion in TBA sales re- 
quires that the service station become 
a professional “first aid” station for 
an increasing number of mechanical 
repairs. 

Florez also predicts that the dealer 
who runs a big station in the future 
will have an office apart from the 
salesroom where he can be free to 
think and plan. He notes that in some 
new stations the salesroom is spread- 
ing into all the service bays. 

As stations get larger, oil com- 
panies spend more time picking the 
right dealer, said Florez. They’re giv- 
ing him more training on TBA, tune- 
up and other minor repairs, and 
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showing him how to use such services 
to pull in more customers. 

A British-American Oil dealer, 
Lorne Ford, told the meeting that 
many dealers today aren’t making 
any money on gasoline and rely on 
TBA sales to show a profit. Between 
the growing complexity of the mod- 
ern car and multiplicity of TBA 
products, dealers more than ever need 
guidance on how to become good 
merchants, Ford said. 

Merchandise displays at stations 
generally are “arranged in a very dull 
and pedestrian way, inside the build- 
ing, with little advantage taken of the 
window space available,” charged 
Byrne Hope Saunder, co-director of 
Canadian Institute of Public Opinion. 

She also feels there’s still too much 
inclination to belittle the woman 
driver on the theory that women have 
little interest in or ability to under- 
stand mechanical matters. The service 
station that helps the woman driver 
will win her as a loyal customer, she 
said. 
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ron FASTER 


SAFER 


LOAD HANDLING: 


WATSON 


*\wW° 
WEIGHTLIFTER 


ELEVATING 
TAILGATES 


#% SERIES 1100 (1100 Ib. capacity) 
% SERIES 1300 (1300 Ib. capacity} 


FOR STAKE & VAN TRUCKS 
% TO 2% TONS 


Check these important features: 


% Power closing, automatic locking 
standard equipment ! 


% Single lever, single cylinder control ! 


#% Greater capacity per pound of in- 
stalled weight ! 


* Fast operation—full load lift to 
451/,” in 11 seconds (1100), to 51” in 
13 seconds (1300). 


# Added safety—maximum lowering 
rate positively controlled to prevent 
“crashing”; load stops instantly if lever 
is released; all platforms of safety plate. 
% Low cost—only $520 for largest ser- 
ies 1100 model, $537.50 for series 1300 
(f.0.b. Emeryville; you install—it’s easy!) 
WATSON WEIGHTLIFTERS also available for 


il pickups. Write today for free literature; 
WS Os bedeadage 


Hs. 
x WATSON 
« COMPANY 


1316- 67th St. © EMERYVILLE 8, CALIFORNIA 
1606 Laskey Road * TOLEDO 12, OHIO 
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Equipment 


PATH OF LIGHT from street to island is created at this station 
with floodlights. See plan 5 and 6 in chart at lower right. 


i 


te: 


SAME EFFECT, plus brighter over-all illumination, is accomplished 
here with mercury streetlight-type luminaire as in plan 7 (right). 


Here's How to Light the Station 


A ‘path of light’ beckons the night driver 
into the station. This calls for driveway 
emphasis. Here's the way fo get it 


By J. R. BALE 
Application Engineer 
Westinghouse Electric Corp. 


HE “PATH OF LIGHT” technique 

for guiding the motorist from 
curb to pumps is generally very well 
handled at the pump end. The practice 
is to concentrate plenty of light on the 
pump island itself. In addition, more 
brightly lit buildings with plenty of 
glass area tend to spill a lot of light 
on the portion of the driveway be- 
tween pumps and building. 

The driveway entrance, however, is 
too often a weak point in the lighting 
scheme. Normally 5 to 10 footcan- 
dles are required to provide a def- 
inite contrast, but only 1 to 2 foot- 
candles or less usually prevail on the 
street. With the entrances well lighted, 
the “path of light” is complete, lead- 
ing the motorist quickly and easily to 
the brightly lighted pump island. 
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There are plenty of floodlight fix- 
tures designed for pole mounting. All 
you have to do is put up enough of 
them, of sufficient power, and in the 
right place. 


How Costs Compare 


You have a choice of three light 
sources: incandescent, fluorescent, 
and mercury vapor. 

Incandescents give a good light dis- 
tribution pattern on the driveway, but 
the wattage required for the footcan- 
dles you want runs comparatively 
high. 

Fluorescent floodlights will produce 
the footcandles with a lot less wattage, 
but the beam can’t be so closely con- 
trolled because you’re working from 
a light source of long and narrow 
tubes. 

Mercury vapor also gives a high 
yield of footcandles per watt. More 
closely akin to the incandescents, the 


mercury lamp is a relatively small, 
compact light source that can be 
mounted in reflectors for throwing a 
wide or concentrated beam, as de- 
sired. 

Control becomes important where 
luminaires must be mounted 5 to 10 
ft. or farther from the driveway (as 
on top of signs) or if the driveway is 
wider than 35 to 40 ft. In such cases a 
fluorescent floodlight (or a_ broad- 
beam mercury) would throw most of 
its light near the pole and very little 
on the actual entrance. 

Fluorescents generally have the 
highest first cost, mercuries lower, 
and incandescents much the lowest. 
On the other hand, operating cost of 
incandescents runs the highest (see 
chart at upper right). 

Lamp and performance charac- 
teristics of seven fixture combinations 
are shown in the chart at lower right 
(total fixture wattage includes acces- 
sories). As a measure of comparison, 
a standard unit of driveway space has 
been devised representing a typical 
approach path. While actual dimen- 
sions will of course vary from station 
to station, the relationship of each 
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Annual Cost of Typical Service Station Approach Lighting Systems 


Relative Cost In Per cent 
Fixed Charges Operating Cost Total Cost 
(Maint.-Energy ) 
60 80100 1 40 


3-LAMP R-40 CLUSTER 
MEDIUM BEAM 


1000 WATT INCAND. 
FLOODLIGHT 
WIDE ‘BEAM 


400 WATT MERCURY 
FLOODLIGHT 
WIDE BEAM 


365 WATT FLUOR. 
FLOODLIGHT 
WIDE BEAM 


400 WATT MERCURY 
FLOODLIGHT 
CONCENTRATING BEAM 


700 WATT MERCURY 
FLOODLIGHT 
CONCENTRATING BEAM 


700 WATT MERCURY 
STREETLIGHT 
WIDE BEAM 











ANNUAL COST of 7 systems are compared here with the most expensive in each 
category: fixed charges, plan 4; operating cost, plan 2; total cost, plan 7. Lowest 
total cost, figured on a yearly basis, is achieved with plan 3. 





Typical Service Station Approach Lighting Systems 





Entrance men = = 


Plan Watts' Lumens Avg. Max.” 








3-LAMP R-40 CLUSTER 
lighting plan to the others will remain 20 
fairly constant. a 


1 
What About Color? = 
Early experience with mercury va- PORCELAIN ENAMELED FLOODLIGHT 


por lamps created some antagonism 2 
because of color distortion. Modern 
; = fo 
designs of phosphor-coated or “col- 
or-corrected” mercury lamps_ give 3 


color rendition about equal to the 
frequently used cool white fluorescent 
lamps. In fact, combinations of color- FLUORESCENT FLOOD 
corrected mercury and cool white # 
fluorescent are often used today be- ——. 
cause the colors blend well. 7 | 4 
When used at station entrances the wiDE ~ BEAM 
color of mercury is often an advan- POLISHED ALUMINUM FLOODLIGHT 


tage. Even from a distance the en- . 5 
trance stands out from the more Ly 
familiar surrounding lighting. And it ? 
has no appreciable effect on colors at 
6 


the point of sale where it becomes 
mixed with intense light from other CONCENTRATING BEAM MERCURY 


sources, STREETLIGHT 
Whatever combination of lamp and 700 WATT 
ys cag —_ B-HI8 PHOS. 
luminaire is used, however, the ob- a +7 7 COATED 
jective remains the same: Good en- a MERCURY 
trance lighting adds to “visual appeal” WIDE BEAM 


and helps tempt the night driver into solenenretnneanasenietietee 
your stations. ® fine taro pee 


MEDIUM 








WIDE BEAM 
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@) More on Advertised 
Products 


Do you want to know more about products or services 
advertised in this issue of NPN, or get copies of the 
literature offered in the ads? Refer to the Advertisers’ 
Index on the preceding page for key numbers to 
circle in Area ‘‘B’’ on the Reader Service Card. 
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© Special Reprints Available 


Do you need reprints of NPN’s special reports and 
helpful articles? If so, see the other side of this page 
for order numbers and prices, then use Area ‘‘C”’ on 
the Reader Service Card to order them. We'll bill 
you later. 


NEW YORK 36, N. Y. 


POSTAGE WILL BE PAID BY 
330 WEST 42nd STREET 


© Are You a “Pass-on” 
Reader? 


Get your own personal copy of NPN promptly every 
month at low rates. Just check “New” in Area ‘‘D”’ 
on the Reader Service Card; we'll send your bill 
later, after you start getting your copies. (You can 
also use this card to renew your present subscription.) 
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(A) More details on What's New 
Go Tatielasateiilelamireliume eh aaicica 
(©) Reprints of Editorial Articles 


©) New or Renewal Subscriptions 


Latest in NPN Reprints 


Use Reader Service Card area “C” te order the reprints 
you want. We'll fill your order and send you a bill. Prices 
quoted are for single copies; quotations for bulk orders 
ere available on request. 


e A Quick History of Oil Marketing—NPN’s easy-to- 
read story of marketing’s first 50 years, greeted with 
record-breaking reprint requests when it first appeared 
in February’s 50th Anniversary issue. Profusely illus- 
trated with pictures from NPN’s extensive files. 24 
pages—$1. Reprint R14 


e Building Sound Jobberships for a Secure Tomorrow 
—tThe definitive guide to jobber estate planning, now 
issued in a new edition. 24 pages—$1. Reprint R13 


e What New Refining Trends Mean—Explains tech- 
nical terms and processes in non-technical terms, tells 
how current developments affect marketing. 12 pages— 
$0.75. Reprint R12 


e Tuneup—Brings you up to date on this booming 
source of station profits. Tells you what equipment 
your dealers need, what it will cost, who should and 
shouldn’t be doing tuneup today. An indispensable aid 
to any marketer interested in the tuneup field. 12 
pages—$0.75. Reprint R11 


e Nine Ways to Outsell Gas Heat—All the ammuni- 
tion a heating oil man needs for a head-on assault on 
his toughest competitor. 4 pages—$0.25. Reprint R10 


e How to Sell Your City Council on a Station Permit 
—A step-by-step plan that shows you how to use avail- 
able local statistics to prove that service stations are 
safe. 4 pages—$0.25. Reprint R9 


e What’s New in Lighting—Why good station lighting 
means more sales, and how to make improvements in 
your own lighting systems. 8 pages—$0.50. Reprint R7 


e Trading Stamps—-Most comprehensive study ever 
made on stamps in oil marketing. Tells you how valu- 
able stamps are, how to combat them, how to control 
them, what’s ahead for them. 12 pages—$0.75. Re- 
print R6 


e Want Your Salesmen to Sell More TBA?—A four- 
step program to help your sales reps build higher 
volumes. 6 pages—$0.50. Reprint R4 


e How to Merchandise Your TBA Budget Plan— 
Tells you how an alert merchandiser can really make 
a budget plan pay off. 6 pages—$0.50. Reprint R3 





What's New in Equipment 





Truck leveler 


. is new Rotary device that brings 
truck beds flush with loading dock. Con- 
sists of hinged steel platform installed 
in paving in front of dock. Two oil- 
hydraulic jacks raise and lower rear edge 
as needed to bring carrier bed to right 
level. 

Circle No. 1 on Reply Card 








Package tie 


. . . is said to speed up warehouse pallet 
handling operations. A “Ty-Up” rope is 
looped around top tier of a pallet load 
and is tied with one motion. Manufac- 
turer claims savings as high as 75% in 
truck-loading time. 

Circle No. 2 on Reply Card 


Heavy-duty clutch 


. is a 14-in. two-plate direct pressure 
Lipe-Rollway unit. It’s designed for 
heavy diesel engines in on-highway ve- 
hicles now in operation. Simplified drive 
mechanism is said to assure perfect 
alignment between plate and flywheel. 

Circle No. 3 on Reply Card 


X-ray inspection 


. of tanks, pipes and structure may 
be done in the field with a new General 
Electric portable unit. Simplified con- 
trols permit inexperienced personnel to 
learn its operation quickly. Weight of 
LX-140 is 46.5 lbs.; control unit, 25 Ibs. 


Circle No. 4 on Reply Card 


Check valve 


. and hose swivel combination for 
service station nozzles prevents draining 
of hose when pump is shut off. OPW 
No. 3-AC can be used with any con- 
ventional or automatic nozzle with hold- 
Open latch. Swivel makes fill pipes easier 
to reach. 

Circle No. 5 on Reply Card 


Vaportight fixture 


. is available for use with one or two 
Slimline or High Output 800 m.a. 
rapid start fluorescent tubes in 4-, 6- 
and 8-ft. lengths. McPhilben’s 98 line 
features Holophane prismatic lens, 
sponge rubber gaskets, Camloc fasteners 
on hinged door frame. 

Circle No. 6 on Reply Card 


Oil filters 


. are now packaged in large cartons 
at special prices for fleet operators by 
AC Spark Plug. Cartons contain 6, 12 
and 24 units. Each filter is wrapped in 
polyethylene. Special packs cover 24 fil- 
ter types. 

Circle No. 7 on Reply Card 


Two-ply wiper 


. . . for windshield cleaning has been 
added to Nibroc line of service station 
paper goods. Manufacturer says the new 
wiper has more bulk, is softer and holds 
more water. One wiper can be used for 
all glass areas around the car. 

Circle No. 8 on Reply Card 


Brake adaptor 


. . fits narrow web of 1959 Pontiac 
brake shoe so that it can be gripped 
correctly on the Ammco Model 2000 
brake shoe grinder as well as other 
makes. It’s known as the Ammco No. 
4030 Pontiac Adaptor. 


Circle No. 9 on Reply Card 


Special plier 


. . . developed by Herbrand is said to 
make easy work of replacing the lower 
radiator hose. New finger-tip position 
lock permits locking the plier in any one 
of three positions, thereby freeing the 
mechanic’s hands for other work. 


Circle No. 10 on Reply Card 
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LP-gas transport 


. . has these new features: (1) sec- 
tional hemispherical head hot-formed in 
3 pieces to eliminate 60% of welding 
formerly needed; (2) valves, gages, 
thermometer wall and all fittings re- 
cessed in tank for greater protection in 
case of accident. 

Circle No. 11 on Reply Card 


Swivel arm lift 


. . . by Rotary features cast-aluminum 
pick-up pads adjustable to three heights. 
Arms swing on lubricated bearings and 
are said to be easily removed for clean- 
ing. A handle furnished with the lift 
makes it easy to set arm angle, pad posi- 
tion and height without stretching under 
the car. 


Circle No. 12 on Reply Card 


Hydraulic pump 


. with integral power-take-off devel- 
oped by Hannay simplifies installation 
by eliminating saddle, jack shaft and 
universal joint. Mounts left or right of 
truck transmission for maximum power 
take-off ratio at minimum truck engine 
speed. 

Circle No. 13 on Reply Card 


(Continued on next page) 
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CANADA 


Gashey' Pvmrs te 


For every size consumer- 
commercial account. 


TOWE & TOWE 
988 Princess Street 
London, Ontario, Canada 


NEW JERSEY 








e OPW Valves and Fittings 
Blackmer Pumps 
Erie Pumps and Equipment 
Price Signs 
Repair Parts for 
all Pumps 
TEN HOEVE BROTHERS 


Patersor 








NEW YORK 





EDWARD JOY COMPANY 
905 Canal St., Syracuse, N. Y. 
COMPLETE OIL EQUI IM STOCK 
Buckeye Valves, Tokheim Pumps, 
National Hose, ECO Tireflators 
Rectorseal Pipe Dope, Air Compressors 
Ever-Tite Quick Couplings, Pipe Fittings 








OHIO 





EQUIPMENT SALES CO. 
164 E. Excho St., Akron 4, Ohio 
Ph efferson ewig 


weatlagheane 8°. 


we uttman, Goodrich. 
‘Ae Hydraulic and Gas 


qi ing Service 
SALES—PARTS ENGINEERING SERVICE 








PENNSYLVANIA 





PAUL WAGNER, INC. 
PETROLEUM MAINTENANCE & EQUIPMENT SALES 
DISTRIBUTORS FOR: Wayne Pumps & Equipment, 0.P.W. 
Valves and Fittings, Gorman-Rupp, Fill-Rite Pumps, 
Whiteway Lighting, Saylor-Beall Compressors, Granco 
Pumps & Meters and National Hose, Red Jacket Sub- 
mersible Pumps. 

211 Lincolnway West, New Oxford, Pa. 
MAdison 4-4131 








E. O. HABHEGGER CO. 
24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 


Engineering & Equipment 
BULK TERMINALS TRUCKS 
SERVICE STATIONS 
Member NAOKJ 
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What’s New in Equipment 





Aircraft nozzle 


. introduced by Milwaukee Valve 
uses line pressure to offset spring load 
to accomplish soft closing. Cushion ac- 
tion is said to prevent damage to fuel 
hose from hydraulic hammer. Available 
with 60 or 100 mesh strainer and rigid 
or deflector tube. 


Circle No. 14 on Reply Card 


Car washer 


- and motor cleaner has been de- 
signed by Balcrank for service station 
use. Consists of air-operated pump that 
fits 15-, 17- or 55-gal. drum. Manufac- 
turer also supplies two special cleaning 
compounds, one for car bodies and an- 
other for engines. 


Circle No. 15 on Reply Card 


Lift attachment 


. consists of an auxiliary rail of 10- 
gage steel for use on all existing drive- 
on lifts. Said to hold the heaviest sports 
cars and all small cars except the Mes- 
serschmidt and Isetta 300. Clips on main 
rail without bolts. 

Circle No. 16 on Reply Card 


“Gasboy Contractor” 


. is name of Wilson’s new consumer- 
commercial gasoline pump. It’s driven 
by a 4-cycle air-cooled gasoline engine 
and is designed for power pumping be- 
yond the power lines. Delivers gasoline 
or diesel fuel at about 17 gpm at nor- 
mal engine speed. 

Circle No. 17 on Reply Card 


“Swing-Rail” lift 


. is new Gilbarco version of frame 
contact lift with swivel arms. Pre-posi- 
tioning is made possible with four slid- 
ing contact blocks combined with pre- 
positioned stops for spread of the 
movable arms. Rails move on spring- 
loaded ball bearings. 

Circle No. 18 on Reply Card 


Dry cement 


. .» Now being hauled in bulk in tank 
trucks is said to be more easily handled 
by new Ever-Tite coupling designed espe- 
cially for this service. Coupling offers 
dependable sealing and simple, fast dis- 
connection. Made in 3-in. and 4-in. 
sizes. 

Circle No. 19 on Reply Card 


Sealing tape 


. also lubricates pipe joints. Scotch 
brand pipe sealant tape No. 547 is 
chemically inert, affords full protection 
with a single wrapping, yet permits pipe 
joints to be loosened and detached years 
after threads are taped. 


Circle No. 20 on Reply Card 


Drum cleaner 


. is said to be completely automatic 
and capable of cleaning 1,500 55-gal. 
drums per 8-hr. shift. Consists of long 
tank containing caustic solution in which 
drums revolve while moving toward bat- 
tery of brushes. Fork lift removes drums 
to rinse rack. 


Circle No. 21 on Reply Card 
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“Migrant” bulk plant 


. .. can be erected in 2 hours with steel 
tanks or collapsible fabric tanks on any 
terrain. Capacities, 5,000-gal. up. De- 
veloped by Petroleum Systems, Inc., for 
use on big construction jobs or by oil 
marketers expanding into new territories. 


Circle No. 22 on Reply Card 


Underwing nozzle 


. - has been designed by Milwaukee 
Valve for 600 gpm jet refueling at 7 psi 
pressure drop across the nozzle. Lever 
prevents opening of poppet until nozzle 
is fully engaged. Flow may be shut off 
without disengaging. Has bicycle grip or 
ring type handles. Rubber guards protect 
all points where nozzle touches the 
ground. Model P-2751 has straight inlet; 
Model P-2750 has 45-deg. inlet. 

Circle No. 23 on Reply Card 


Corrosion-resistant 


. 275-gal. home heating oil storage 
tanks said to last up to 10 years without 
replacement. Protective coating of spe- 
cial lacquer is applied to tank bottom 
after each tank is inspected and tested. 
All tanks made by company are pro- 
tected. 

Circle No. 24 on Reply Card 


Gate valves 


. of ductile iron in %-in. to 2-in. 
sizes constitute new Ohio Injector line. 
The ductile iron offers corrosion and 
impact resistance formerly available only 
in higher-cost steel valves. 

Circle No. 25 on Reply Card 


ILC Gets a New Building 


PALM FRONDS lend a regional touch to International Lubricant Corp.’s new 
$850,000 office and laboratory building just north of the New Orleans city line. 
The new two-story building, constructed of reinforced concrete, brings together 
all of ILC’s extensive laboratory and testing equipment. Much of it had been 
scattered throughout the old plant since a laboratory fire in 1955. 





Explosion-proof fittings 


. . are now available from Killark 
Electric in a complete line of 112-in. and 
2-in. hub styles of non-corroding alumi- 
num alloy. Line includes blank flat as 
well as 3-in. and 5-in. deep-dome covers 
for Class I, Group C & D; Class Il, 
Group E, F & G. 

Circle No. 26 on Reply Card 


Signal switch 


. . . for truck directional lights is non- 
canceling type designed to operate all 
four lamps simultaneously as emergency 
warning signals. This is done by raising 
the handle and shoving it forward into 
a notch. The Betts A-2 comes complete 
for quick mounting. 
Circle No. 27 on Reply Card 


Pour portioner 


. can be used to add additives to 
fuel oil and for other industrial uses. 
Unit fits into 2-in. bung head of 55-gal. 
drums to measure drops per hr. through 
sight glass or batch pour through built- 
in faucet. Gravity feed or pump pres- 
sure, Sterling E. Norcross Co. 


Circle No. 28 on Reply Card 
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Lamp fixture 


is new low-cost, vaportight, re- 
flector lamp unit developed by Crouse- 
Hinds for greater-than-normal mounting 
heights. Known as Type VRL it’s said to 
produce high light output and to require 
little maintenance. For 300W medium 
base R40 or 150W PAR 38. 


Circle No. 29 on Reply Card 


Literature... 





Loading valves 


. » . and loading arm assemblies are 
described in OPW Bulletin F-49, Bulle- 
tin illustrates and discusses operating 
details of OPW 417 and 418 balanced 
pressure loading valves. Also includes 
discussion on loading assembly selection. 


Circle No. 30 on Reply Card 


Group relamping 


. is subject of General Electric book- 
let which tells how to save money on 
lamp replacements. Methods are de- 
scribed for estimating the economic life 
of lamps and planning a replacement 
program that will involve the least labor. 


Circle No. 31 on Reply Card 


Fire control chart 


. . « prepared by Walter Kidde & Co., 
explains three classes of fires and shows 
the approved portable extinguishers for 
use on each, Chart includes two-color 
illustrations of each type of portable 
extinguisher. The 18-in. x 24-in. charts 
are intended for wall mounting. 
Circle No. 32 on Reply Card 
(Continued on next page) 
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What’s New in Equipment 





Lube bulletin 


. . published by Lincoln Engineering 
shows how automotive lubrication items 
can be mounted for self-service display 
in equipment jobbers’ salesrooms, Fea- 
tured is new portable display cabinet 
with peg-board sides and storage space 
for related items and replacements, 

Circle No. 33 on Reply Card 


Fire safety guide 


. includes inspection procedures, ex- 
tinguisher ratings and a section on how 
to make plans and reports. Enlarged 
and revised second edition of NFPA 
Inspection Manual is edited by Horatio 
Bond, chief engineer of National Fire 
Protection Assn. Now available at $4.00 
per copy. 

Circle No. 34 on Reply Card 


Equipment Suppliers . . . 





New active member of the National 
Assn. of Oil Equipment Jobbers is John 
Myers Pump Service, P.O. Box 1181, 
W. Monroe, La. 

New associate members _ include: 
Time Saving Fills, Inc., York, Pa., maker 
of Speed Kleen fittings for filling fuel 
oil tanks; Grover Smith Manufacturing 
Corp., 850 E. Valley Blvd., San Gabriel, 
Calif., lubricating equipment; Rutledge 
Manufacturing Co., lighting equipment; 
Acme-Hamilton Manufacturing Corp., 
Meade St., Trenton 8, N.J., hose and 
couplings; Compco Corp., 1800 N. 
Spaulding Ave., Chicago 47, IIl., lighting 
equipment; Granberg Corp., Oakland, 
Calif., meters. 

* 

Benco Plastics, Inc., manufacturer of 
interior-lighted plastic signs, has moved 
into its new plant on Industrial Parkway 
West, Knoxville, Tenn. New plant fea- 
tures many skylights for continuous color 
checking. 


a 
Petroleum Equipment Co. is now in 
temporary headquarters after a recent 
fire which destroyed its plant in Colum- 
bia, S.C. Address and phone number 
are the same. 


° 

Bowser, Inc., Ft. Wayne, Ind., will 
close its plant and general offices from 
July 24 through August 9 for the annual 
vacation period. 

a 

Dallas Pump Service, Inc., formerly a 
sole proprietorship, has been incorpo- 
rated and has moved to a new location 
at 2630 Commerce. Former owner R. M. 
Crowder is president. Harry H. Jones is 
sales manager. 


° 
Smith-Erie division of A. O. Smith 
Corp., Milwaukee, has purchased the 
Shand & Jurs line of truck and tank 
fittings. Products in the line will be 
made in Smith’s Los Angeles plant. 

In another expansion move Smith- 
Erie has bought the filter business of 
Burks Co., Detroit, and will move their 
machinery and inventory to Erie, Pa. 
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Equipment People . . . 





Following acquisition of Erie Meter 
by A. O. Smith Corp., the two sales de- 
partments have been merged into one 
organization known as the Smith-Erie 
division. Key personnel include: 

H. D. Leisenring, general sales man- 
ager; J. S. Thompson, Erie, Pa., assistant 
sales manager; J. W. Harris, Houston, 
sales manager, engineered products; 
C. P. Hammill, Los Angeles, sales pro- 
motion manager; L. G. Blumenberg, 
Erie, service manager; R. L. Dull, Erie, 
assistant service manager. 

Regional managers are: W. T. 
Schultze, New York; O. E. Reedy, At- 
lanta; P. W. Myers, Chicago; T. C. 
Ficken, Houston; R. C. Weldon, Tulsa; 
D. L. Guy, Oakland, Calif. 

% 


Wieslander 


Wayne Pump 
Co., Salisbury, 
Md., division of 
Symington Wayne 
Corp., announces 
several recent 
changes: 
Walter Cc. 
Leitch has _ been 
named a vice pres- 
. ident. In his new 
[3a ~2=Os position Leitch 
Fishwick will direct sales 
of gasoline  dis- 
pensing pumps, air compressors, hose 
reels, automotive lifts, car washers, lu- 
bricant dispensers, rotary pumps and 
other service station equipment. 

Fred W. Wieslander, former manager 
of distributor sales, has been named gen- 
eral sales manager. In addition to his 
previous duties Wieslander will assist 
Leitch in directing the company’s sales 
efforts. 

William E. Fishwick is new St. Louis 
district manager. He was formerly with 
Neumayer Equipment Co. 

a 

Ray Cavanaugh, former sales manager 
of Richmond Oil Equipment Co., is now 
with Maphis-Chapman Corp., Harrison- 
burg, Va. He is in charge of the Rich- 
mond, Va., oil equipment operation 
which Maphis-Chapman _ recently 
opened. 

« 

In changes at Neptune Meter, these 
promotions took place: 

Charles W. Krause has been named 
general sales manager for all the com- 
pany’s liquid meters. He was formerly 


eastern district manager. James C. Judge, 
former Portland, Ore., district manager, 
succeeds Krause. G. W. Moore is now 
Philadelphia district manager for all 
meters. He was previously sales repre- 
sentative for water and gas meters in 
upstate New York. 
e 
Joseph H. Min- 
ton has been 
named sales man- 
ager of the newly 
created Petroleum 
Industry Service 
Dept. of United 
States Plywood 
Corp. The new de- 
partment offers oil 
companies the 
economies of 
quantity ordering 
and the conven- 
ience of 119 branch distribution centers. 
Minton was previously field service man- 
ager in the Armorply Div. Prior to World 
War II army service he headed his own 
millwork house. 


Minton 


* 
Charles E, Pat- 
terson, Jr., is new 
president of 
Chambers __ Porce- 
lain Buildings, 
Inc., Chicago, a 
subsidiary of 
Chambers Manu- 
facturing Corp., 
Oxford, Miss., 
maker of built-in 
kitchen appli- 
ances. The sub- 
sidiary has_ re- 
cently entered the field of “package” 
porcelain service stations. Patterson was 
formerly with Chicago Vitreous Corp., 
and prior to that was manager of engi- 
neering and construction for D-X Sun- 


Patterson 


David M. Con- 
nell has been 
named sales man- 
ager for automo- 
tive test equip- 
ment at Allen B. 
Du Mont Labora- 
tories, Inc., Clif- 
ton, N.J. Connell 
joined Du Mont 
in 1957 as a tech- 
nical sales_ engi- 
neer. He was pre- 
viously with Heyer 
Products Co. and the Eclipse Pioneer 
division of Bendix. 


Connell 


Al B. Sheen has been made sales 
manager of Crown Cork & Seal’s Mid- 
west region, with headquarters in Chi- 
cago. He was formerly manager of the 
export sales division. Before that he was 
with Coca-Cola Export Corp. 

* 


Victor L. Hines is new sales manager 
of Richmond Oil Equipment Co., Rich- 
mond, Va. Also new on the staff are: 
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Milton L. Sayles, operations manager, 

Robert P. Stockdell, maintenance; and 
Walter L, Flynn, salesman. 

ra 

D. F, McCarron 

has been named 

vice president in 

charge of 

for Globe 

Co., Philadelphia. 





sales | 
Hoist | 


He was formerly | 


president of Loyd 
Scruggs Co., St. 
Louis, 
turers of fractional 
horsepower motors, 
He will direct sales 
of both the Globe 
automotive hoist and the industrial ramp 
and lift lines. 


McCarron 


Malcoim Black, 
head of Malcolm 
Black & Co., Inc., 
New York City, 
has been named 
eastern sales and 
service represent- 
ative for Hidy 
Brown Recorder 
Co., Cincinnati. 
The Hidy Brown 
Degree Day Re- 
corder is used by 
fuel oil and LPG 
dealers for automatic recording of tem- 
peratures in degree days. 

a 


Black 


John J. Redmon 
has been named 
regional sales man- 
ager for South- 
western Steel Con- 
tainer Co., Dallas. 
A native Texan, 
Redmon attended 
Southeastern State 
College and the 
University of Col- 
orado Law School. 
He will cover 
the southwestern 

headquarters in 


Redmon 


States, 
Dallas. 


making his 


® 
Harold Link has been made general 
service manager of the Reo division of 
White Motor Co. He has been associated 
with Reo service activities since starting 
as a mechanic with the Reo distributor 
in Fostoria, Ohio, in 1917. During the 
past 17 years he has represented Reo in 
field service work. 
s 
John D. Fansler has been named gen- 
eral manager of Indiana Oil Equipment 
Co., Indianapolis equipment jobber. 
Fansler was formerly manager of Black- 
mer Pump’s north central division in 
Chicago. 
° 
Fred J. Hagy, Jr., has been promoted 


manufac- | 





with Quaker Petroflo tank-truck hose 


You can run fuel oil, gasoline, 
processing oils, and many other 
petroleum products through 
Quaker Petroflo Hose. Its Buna-N 
tube resists a wider range of 
attack than neoprene-type tubes 
do. It’ll take a beating! 
Horizontal braiding of rayon 
yarn with spring-steel wire gives 
Petroflo maximum flexibility with 
kink-resistance even in sharp 
bends. The extra spiral-wire rein- 
forcement can be grounded to 
couplings for static-elimination, 


Inside diameters 114"’ to 4”; 
lengths to 50 feet; standard re- 
attachable or non-reattachable 
couplings; 100-lb. working pres- 
sure in all sizes—suitable for 
suction use too. 


See your Thermoid distributor, 
or write today to Thermoid 
Division, H. K. Porter Company, 
Inc., Tacony and Comly Sts., Phila- 
delphia 24, Pa. 


H.K.PORTER COMPANY, INC. 


HANDLE A WIDER RANGE 
OF HYDROCARBONS 


to merchandising manager of A. Y. Mc- 

Donald Manufacturing Co. He was for- PORTER SERVES INDUSTRY: with Rubber and Friction Products—THERMOID DIVISION; Docuiest ot Eastomene - 

merly manager of the Waterl low: DELTA- aie ELECTRIC DIVISION, NATIONAL ELECTRIC DIVISION; a and Alloys—RIVERSIDE METAL 
y gt aterloo, 1owa, DIVISION: Refractories—REFRACTORIES DIVISION: Electric Furnace Steel—CONNORS STEEL DIVISION, VULCAN 

branch. In his new post he'll supervise | KIDD Steet DIVISION: Fabricated Products—DISSTON DIVISION, FORGE » AND FITTINGS DIVISION LESCHEN WI RE 

all branch operations | ROPE DIVISION, MOULDINGS DIVISION: and in Canada, Refractories, “Disston” Tools, “Federal Wires and Cables, 


! “Nepcoduct” Systems—H. K. PORTER COMPANY (CANADA) LTD. 
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What's New 





Lug-type tire 


. called the Trans-rib has been added 
to the Seiberling truck tire line. It’s de- 
signed for heavy-duty highway service as 
typified by the current trend to heavier 
shipments on larger trucks. Tire has 
wider tread and added rubber in 
shoulders. 

Circle No. 35 on Reply Card 





Miller Medalist 


. tire line now includes new whitewall 
tube-type of improved super-strength ray- 
on cord. The new tire incorporates free- 
flex construction described as a method 
of floating the cords in live rubber. 
Tread is designed with anti-squeal buf- 
fers in grooves. 

Circle No. 36 on Reply Card 





MECHANICALLY -OPERATED 


Green plugs 


. . . for power mower engines have been 
added to the AC line. For ready identi- 
fication the newly designed plug has a 
bright green metal shell and green 
stripes on the ribs of the white insulator. 
Universal terminal accepts snap-on or 
screw-on clips, 
Circle No. 37 on Reply Card 


Improved line 


. . Of tire repair and retread ma- 
terials has been introduced by United 
States Rubber Co. A feature is new, 
high-tenacity vulcanizing cement said to 
be quick-drying and to have improved 
flow and penetration. 

Circle No. 38 on Reply Card 


“Car Shield” 


. is the name of the latest addition 
to the Du Pont No. 7 line. It’s a pro- 
tective coating for acrylic lacquers and 
“super” enamels used on virtually all 
1959 cars. Intended for use without a 
cleaner during first 18 months of car 
life, it may be used after paint dulls, 
preceded by a cleaner. When chalking 
sets in, conventional wax or polish 
should be used. 

Circle No. 39 on Reply Card 


Outboard plugs 


. with platinum electrodes have been 
introduced by AC. The platinum plugs 
are said to resist fouling and last longer 
than standard plugs under the unfavor- 
able conditions often encountered when 
an Outboard is operated all day at slow 


. REQUIRES NO ELECTRICITY 
SAFETY ENGINEERED 


Tested by leading Engine Manufacturers 
VIVID RED SIGNAL 


ACTUATED DIRECTLY by pres- 
sure drop across air cleaner 

RISES GRADUALLY to warn 
when filter is approaching 
efficiency limit 

LOCKS IN FULL VIEW when 
filter requires servicing 


speed. 
Circle No. 40 on Reply Card 


Steel cable tire 








. for heavy-duty truck service is now 
in the B. F. Goodrich line in tube-type 
sizes -9,00-20, 10.00-20 and 10.00-22 
Called Power Express Steel Cable tire, 
it uses steel cords in place of textile 
cords used to reinforce the rubber car- 
cass of conventional tires. 

Circle No. 41 on Reply Card 


No other like it! Operates in any 

position; can be mounted directly on 

air cleaner, at intake manifold or 

Approx. dashboard. Designed for all dry-type and oil-bath 

Actual J air cleaners on Diesel, gasoline or gas engines 
Size @ F Simple, tamper-proof, "unfailing, inexpensive. 


BACHARACH INDUSTRIAL INSTRUMENT CO. 
200 N. BRADDOCK AVE. © PITTSBURGH 8, PA. 


RUSH details on Engine Air Filter Service Indicator 


NAME 
COMPANY 
STREET ADDRESS 
CITY & STATE 

AF-28 


TBA Literature ... 


Radiator chart 


. prepared by Union Carbide lists 
capacities and  cooling-system drain 
points for hundreds of different models. 
Featured is a six-point program for cool- 
ing-system service and an illustration of 
a typical radiator and engine block. 
Printed in red and green on one side of 
a 20 in. by 12 in. stiff, heavy sheet. 


Circle No. 42 on Reply Card 
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Power brake manual 


. . covers the nine different types of 
brakes used on passenger cars from 1950 
through 1959. Designed for vocational 
school and self-training and is a refer- 
ence guide for those already doing brake 
service, 320 pages, 750 pictures. Price 
$7.50. 

Circle No. 43 on Reply Card 


Wheel catalog 


. lists 11 new wheel alignment and 
balancing services. It illustrates the en- 
tire Bear Equipment line including the 
new Bear Economy Alinement Service 
specially designed for service stations 
and the Golden On-A-Car Balancer. 

Circle No. 44 on Reply Card 


Color-coded catalog 


. covers the Wix line of filters for 
car, truck, bus, tractor, marine and sta- 
tionary engines. Includes broad cover- 
age of foreign cars and gasoline and 
diesel engines for heavy construction 
units. Colored page edges permit quick 
section identification. 

Circle No. 45 on Reply Card 


Battery film 


. « Offered by Willard is called “The 
Story of the Modern Storage Battery.” 
Film is 16 mm. sound, and runs ap- 
proximately 35 minutes. Available as a 
training film on a rental free basis it 
describes the development of the stor- 
age battery. 

Circle No. 46 on Reply Card 


Brake booklet 


- prepared by Ammco Tools tells 
how to spot and sell a brake service 
prospect; how to make brake work fast 
and easy; and how a dealer can make 
a small investment in brake equipment 
yield an annual return of over 267%. In- 
cludes check list of accessories. 

Circle No. 47 on Reply Card 


Plug catalog 


. . is a four-page listing of spark plug 
specifications for foreign cars. Prepared 
by Electric Auto-Lite it covers all for- 
eign imports alphabetically and shows 
gap requirements as well as specifica- 
tions of Auto-Lite regular, resistor and 
power tip plugs. 

Circle No. 48 on Reply Card 


TBA Suppliers . . . 





AC Spark Plug has introduced a new 
pressure cap and radiator tester with an 
expansion device that fits inside the filler 
neck instead of on the shoulder. Tests 
cooling systems with pressures up to 30 
Ibs. 

+ 


Allied Chemical Corp. has developed 
a new nylon tire yarn said to have su- 


July, 1959 + NATIONAL PETROLEUM NEWS 








LF ESBOY. ... your best buy! 


FOR FARMS « FLEETS «© INDUSTRY #¢ DOCKS e« ETC, 


Only GASBOY... First Name In 
Consumer-Commercial Pumps... 
Offers ALL THREE STYLES 
For Greater Utility... Savings 

. Quality... and Performance 





Starliner > 


ONE HUNDRED 


Now, four inches taller for greater stream- 
lined attractiveness and convenience . . . brings 
everything into more functional position. 
14 G.P.M. “Million-proof” belt-driven pumping 
unit. UL approved. 


a Super Compact 


Model 250 is really BIG in everything 
but size and price. You can use this 12” 
compact “powerhouse” 101 different 
ways. 14 G.P.M. UL approved. 


The 900 series—portable, pedestal base and 
direct mount models—are tops in all around 
economy and performance for medium galion- 
age accounts. Available with or without meter. 
14 G.P.M. Model 950 UL approved. 
Write For New Catalog Today 


WILLIAM M. WILSON’S SONS, INC. 
LANSDALE, PA. 


MANUFACTURERS OF GASBOYS KEROBOYS. OILBOYS AND ROTABOYS 


(To obtain more data on advertised products see page 142) 





What’s New in TBA 





perior heat stability, Because it is na- 
turally gold in color rather than white, 
Allied calls its new product Golden Cap- 
rolan. 


TBA People... 


Milton R. Schulte, executive vice presi- 
dent of Tung-Sol Inc., has been elected 
president of the company. Louis Rieben, 
president, has been elected chairman of 
the board. Rieben succeeds the late 
Harvey W. Harper, founder of Tung-Sol, 
who died last year. Schulte, a mechanical 
engineer, has been with Tung-Sol since 
graduation from Stevens Institute of 
Technology in 1923, 








With Shure Fistunes.. 


Thomas B, Lawler has been named 
field service representative for Hood and 
Miller tires for the Associated Lines di- 
vision of B. F. Goodrich. He will be 
responsible for handling all adjustment 
matters east of the Pacific Coast zone. 
For the past 23 years he has been spe- 
cial service representative for B. F. Good- 
rich, 

* 

A national brands sales force has been 
organized at Olin-Mathieson as a con- 
solidation of Puritan and Pyro sales 
forces. These changes were made: 

J. E. Moore, national brands sales 
manager, becomes national brands con- 
sultant; Frederick W. Fitchen, assistant 


» » YOU CAN ALWAYS 


ADD SALES EVEN WHEN YOU 


CAN’T ADD SPACE 


Model 
 & TIER DISPLAY TABLE 


Model 7060 — 


DISPLAY MERCHANDISER 














The more merchandise your customers see, the more they will 
buy—and they see more when you use Shure Steel Display 
Fixtures in your Service Room. Whether you need Wall Dis- 
plays, Gondolas, Tables or Racks there is a Shure Fixture to 
fit and insure you a custom installation using standard compo- 
nents. Complete line of Shop Equipment, Tire Racks and Dis- 
play Shelving also available for the Service Room. 


D 


THE SYMBOL 
OF BETTER 
MERCHANDISING 


152 


Write for folder 


AUF 


MANUFACTURING CORPORATION 


1601 S. HANLEY RD. « ST. LOUIS 17, MO. 
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| 


| 


sales manager for Pyro, becomes na- 
tional brands sales manager; Arnold E. 
Pommerening, assistant sales manager 
for Puritan, becomes assistant sales man- 
ager, national brands; William B. Stiles, 
western field supervisor for Pyro, has 
been transferred to the central region 
as field supervisor for national brands. 
Moore, Fitchen and Pommerening will 
be in Baltimore. Stiles will have head- 
quarters in Owensboro, Ky. 
e 

Richard D. Ag- 
new heads the new- 
ly organized adver- 
tising and sales 
promotion depart- 
ment of Price Bat- 
tery Corp., Ham- 
burg, Pa. Formerly 
associated with the 
advertising agency 
handling the Price 
account, Agnew at 
one time was in the 
advertising depart- eitted 
ments of Reading Eagle Co., newspaper 
publishers, and Eastern Radio Corp. 

a 


James B. Light- 
burn, Richard T. 
Karr and Henry J. 
Hufnagel have 
been elected vice 
presidents of Puro- 
lator Products, Inc. 
Lightburn is gener- 
al sales manager 
of the after market 
sales division, su- 
pervising all deal- 
ings with major oil 
companies, whole- 


Lightburn 
salers and jobbers. Karr is general sales 
manager of the equipment division. He 
was formerly assistant to the vice presi- 
dent in charge of sales. Hufnagel is con- 
troller. He was formerly general auditor 
and assistant controller. 


Donald O. Ag- 
new has been nam- 
ed manager of oil 
company sales for 
the Associated 
Tires and Accessor- 
ies division of B.F. 
Goodrich. He has 
been field manager 
of special accounts 
since 1954. During 
his 23 years with 
BFG, starting as a 

Agnew budget manager in 
1936, Agnew has been store manager, 
territory manager and buyer-merchandis- 
er for the Auto and Home Supplies di- 
vision. 

Edwin R. Stroh has been named to 
the newly created post of vice president 
and director of sales for Electric Auto- 
Lite Co. He was formerly vice president 
and automotive sales manager of Holley 
Carburetor Co. He is currently a director 
of the Automotive Electrical Assn. 
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KUTNER 
BUICK LIKES 
CURTIS BEST 
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FITS RIGHT into your picture... 


Meter Register — 


‘Orelealeliar alela 
strainer & air eliminator 


V/ SIBLE PEG 


pooo 2 


GALLONS 


mo SEF ORE TA 








Quantity 
Control 
Valve 


Pre-set Register 


Micro Adjustment 


T-70 Rotocycle Meter 
(70 gpm capacity) 


The more you look at it (and into it) 





.-. the better it looks 
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NEW ROCKWELL ‘‘T-70’’ 
ROJOCYCLE TANK TRUCK METER 


(Rate of flow 14-70 gpm) 


Sized right, made right— 


to slip right into your trucks 


With three optional inlets and two optional 
outlets, no meter is easier to install than the 
Rockwell “‘T-70.”” You can even make right 
or left hand settings without the need for 
extra parts. Hence, these newer, better meters 
will fit right into your truck compartments, 
either as new installations or replacements. 

Service accessibility is another big feature 
of the ‘“T-70.”’ The meter itself can be cleaned 
by removing only a few cap screws and pull- 
ing out the rotor from the front. 

The strainer and air eliminator share a 
common housing which is separate from the 
meter body. Both are fully accessible through 
hand hole plates. 

Automatic shut-off of predetermined quan- 


tities is completely shockproof thanks to a 
new “smooth closing” system. You just dial 
the desired delivery, touch a lever and the 
meter will count down and close off the flow 
in easy stages as the zero point is reached. 

The meter is of the time proven Rotocycle 
design, now updated to include a new crank 
type rotor which greatly improves perform- 
ance. Calibrating this meter is a cinch—only 
a screw driver is required. 

The more you look at it—and into it—the 
better the Rockwell ‘“T-70” Rotocycle Tank 
Truck Meter looks. Ask for an eye-opening 
demonstration or write for bulletin OG-410. 
Rockwell Manufacturing Company, Pitts- 
burgh 8, Pa. 


ROTOCYCLE METERS 


another fine product by ® 


ROCKWELL 





(To obtain more data on advertised products see page 142) 








Fewer and unobtrusive CFR Fixtures 
deliver light where needed. No light 
“spills over’’ to neighboring lots. Sta- 
tion service areas are evenly lighted. 





Sylvania VHO-CFR System distributes light 
over entire modern facade. Fixtures blend 


with this modern building’s clean architec- 
tural lines. No awkwardly extended fixtures. 
No high- and low-intensity light ‘‘spots.” 


NOW...GET ALL THE LIGHT YOU CAN USE WHERE YOU NEED IT 


... with the Sylvania VHO-CFR* Lighting System! 


N Ow, service stations “stand out’’ 
on the road with a new lighting sys- 
tem that supplies 244 times more 
light . . . and distributes this light 
exactly where it is needed and can 
best be used. The lighting system: 
Sylvania VHO-CFR. 


Sylvania VHO (Very High Output) 
Fluorescent Lamps give more light 
—2 times as much light as regular 
fluorescents. You get more light from 
fewer lamps and fixtures. You reduce 

cost of installation and 
maintenancé. 


(To obtain more data on advertised products see page 142) 


And, Sylvania VHO Fluorescents 
give more useful light, give it longer 
than any other higher output fluores- 
cent on the market, including special 
shape lamps. 

Developed by Sylvania, CFR 
(controlled fluorescent reflectance) 
fixtures incorporate aluminized re- 
flecting surfaces and mathematical 
reflector contour designs to reflect 
and distribute the desired amount of 
light exactly where you want it. No 
more wasted “spill over” of light 
onto neighboring lots. You get all 
the light you pay for where you can 
use it... where it pays off best for you. 


CFR design principles are being em- 
ployed by leading independent fix- 
ture manufacturers. 

Learn how better lighting can make 
your station stand out for more busi- 
ness, more profit . . . how it can help 
speed up service and accurate change- 
making. Ask your electrical contrac- 
tor or Sylvania representative for 
the complete Sylvania VHO-CFR 
Lighting System. Or, if you wish, 
write for free descriptive literature. 


Sy.vania LIGHTING PRODUCTS 
Dept. 9L-8907, 60 Boston St., Salem, Mass. 
In Canada, Sylvania Electric (Canada) Ltd. 

P. O. Box 1190, Station ‘‘O”’, Montreal 9 


*Trade mark 


WY SYLVANIA 


Subsidiary of 


GENERAL TELEPHONE & ELECTRONICS 
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Gasoline— What Happened?’ 


(,ASOLINE MARKETERS are asking themselves, “What happened?” Whole- 

sale and retail gasoline markets lack confidence as the month of July opens. 
Prices are down in many areas. Import controls are a big flop, they say. They don’t 
know what to expect next because controls have worked oppositely from the way 
they saw things last March. Unwieldy stocks and soft prices last month brought some 
around to making a gloomy comparison with wheat’s difficulties under controls. But 
in wheat, they said, there is at least price support. 

After several weeks of wholesale price troubles, Mid-Continent suppliers be- 
lieved for awhile that gasoline was beginning to show signs of improvement in the 
area served by the Great Lakes Pipe Line system. But when stocks in the interior 
showed a contra-seasonal rise of almost 600,000 barrels at mid-June, their confi- 
dence wavered. Also, Gulf Coast stocks were up. A veteran marketer said that last 
December he could see “everybody making a bundle this summer in gasoline. Now, 
with controls, we’re fighting like dogs over scraps.” 

Despite many solemn declarations by refiners that they, as individuals, were cut- 
ting their refinery runs—runs rose sharply in June. Runs climbed so high, in fact, 
that some double checked the API figures. They couldn’t believe runs could have 
reached almost 8.3-million b/d. Confidence in gasoline sagged. 


@ Chicago—tike the Roaring Thirties 


Chicago gasoline marketers appeared to be fighting with their backs to the wall last 
month. To a degree, it was like the old days when the city was a dumping ground 
for product. Retail prices were as bad as they had been in decades. While local re- 
finers appeared hell-bent to ram every last barrel of crude through their plant, prod- 
uct was coming in from the Gulf Coast that permitted river sellers to shade local 
quotations. The city and its suburbs was likened to an anthill of activity, with brok- 
ers canvassing the trade with offers “0.125¢ under whatever the next guy offers.” 
And the trade said areas of Michigan, Wisconsin, Indiana, Missouri, Ohio and Ken- 
tucky were getting some of the same treatment. 


@ Distillate Cuts Brings a Summer Yawn 


Resellers barely bothered to cover their yawns when wholesale and tank wagon 
prices for distillates were cut last month. They were looking at the same thing refiners 
were watching—rising distillate stocks. The open-market buyers showed a notice- 
able tendency not to be pushed into any contract signing. They could afford to wait 
until all the salesmen had passed through, and maybe a bit longer. The trade says 
the upshot of this will be more buying out of distributors to get controlled gallonage 
—the one sure cure for this annual malady. 


@ A Clean Market in Dirty Oil 


Markets for the bottom end of the barrel are nothing like markets for middle 
and top cuts. A New York tanker broker tried to break the Gulf price of $2 bbl. for 
bunker “C” fuel and came away acknowledging that “residuals are really as firm 
as they’ve been saying.” 

The little-publicized ship bunkering activity at Chicago is working out to be a 
good deal for those who are in it. Although ocean-going ships don’t fill up their 
bunker tanks, prices are good and compare favorably with Sarnia and Montreal. At 
Superior, Wis., and Duluth, Minn., Freeport Bunkering Co. advanced its bunkering 
prices for “C” fuel 4¢ to $3.20 bbl. 
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‘YOUR GUIDE TO NPN PRICES 


Market barometer .............. .....page 159 
Refinery and terminal prices ............... 160 
Key crude oil prices ....... as a ee 
Tank wagon prices ........ astcvvxanes eon 
Gasoline consumption by states ... siara ott 
Gasoline prices for 55 cities .............. 165 
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NOW IS THE TIME FOR 

oil marketing equipment and TBA 
ADVERTISERS WHO MISSED 

this year's NPN FACTBOOK issue 
TO TAKE STEPS TO SEE 

THAT IT DOESN'T HAPPEN AGAIN 
(make notes, write memos, telephone, 
advise agency, do something) 

The 6th annual NPN FACTBOOK issue 
to be published in mid-May 1960 
closes for advertising April 15th, 1960. 


Be sure to get it on your 1960 advertising schedule now. 


@ The subscribers to the monthly NPN and its annual FACTBOOK issue are the oil marketing 
management men in the major oil companies and the independent oil jobbers. These are the 
men responsible for the purchase and maintenance of practically all facilities and equipment 
required for the storage, transportation and merchandising of petroleum products. They are 
also the men who buy the tires, batteries, accessories and other products sold through service 
stations. These buying managers of America's gigantic oil marketing industry keep and use the 
NPN FACTBOOK issue the year-round because it is, in itself, the most complete oil marketing 
management reference library in existence. Be sure the next issue refers them to your prod- 
ucts every time they use it the year-round. 


National Petroleum News 
for Oil Marketing Management 
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Refinery and Terminal Prices 








All prices are s 
sociated publicat 


Arrows ind 


lied by Platt’s Oilgram Price Service, NPN’‘s as- 
leate upward and downward move- 


ment of the price preceding the arrow. Prices as of June 17. Last 


previous listing: May 18t 


Motor Gasoline 


Gulf Coast Cargoes— 

100 oct. prem... .12.25W-14 

99 oct. prem, ....11.875W-13.75 
98 oct. prem,....11.375V-13 

97 oct. prem. ... .11,25W-12.625 
95 oct. prem 11W-12.25 

93 oct. prem,....10 ov. 11.75 
92 oct. prem,....10.25W~-11,5 
90 oct. prem,....10W-11.25V 
87 oct. reg..... y ~10.625 
84 oct. reg...... -10.5 
83 oct. reg . 9, 25W-10.375 
79 oct. reg .. 9W-10. 125 
70-72 oct. M..,..8.875W-10 
Baltimore, Md. 


Boston, Mass. 
98 oct. prem 

96 oct. prem 

92 oct, reg...... 


97 oct. prem. 
95 oct. prem 
90 oct. reg 
87 oct. reg 


Chicago, Il. 

99 oct. prem.... 
98 oct. prem 

97 oct. prem 

92 oct. 

91 oct. 

89 oct 


- - 15.45-16.25 
Vv 


prem... 
do barges..... 14.5 
t. 


do barges. .....12 


Jacksonville, de 
07 <a" 


erTry |} 


Minneapolis-St. Paul, Minn. 
99 oct. prem e 
89 oct. reg 


ss S87 S838 
REE ARE RERS 
; 


1145-148 


i 


Fla. 
- -14.8-16.4 
12.8-13.4 


Th 75-12.25 


«++ 14.7-16.3 
+ veeee 127-138 


Okla. (Okla, Shpt) 

99 oct. prem. ....14.25W-15.5 
89 oct. reg.. .12.25V-12.5 
Okla. Group 3 (Northern Shpt.) 
99 oct. prem 4.5-15.25 
89 oct. reg 11.6-12.25 
N. Tex. (Tex. & New Mex. Shpt.) 
98 oct. prem 25 

95 oct. prem. ....14.25 

88 oct. reg....... 12,25 

86 oct. reg 2. ‘ 
84 oct. reg.......12.25W-13.5 


160 


Kans. (For Kans. destinations only) 
99 oct. prem.....15.5W-1.75 
89 oct. reg .12.5W-12.75 


Western Penna.—Bradford-Warren 
98 oct. prem.....15 
03 oct. reg....... kk 


Oll City 
98 oct. - . 
93 oct. reg.. 


One—CQuetatione by Sohio for 
delivery to Ohio = 


-14.75-15 
1213.25 


} porg — 


California—Los Angeles District 
Rack: 


14A-15.7 

"13.5A-14.6 
12h 12.65 
11.5A-12.6 


98 oct. prem 
94 oct. prem. . 
88 oct. reg 
84 oct. reg 


Tank Car: 

98 oct. prem,....144-15.7 
94 oct. prem..... 13.54-14.6 
88 oct. reg 12 4-12.65 
84 oct. reg....... 11.5A-12.6 


Tank Truck (400 or more) 
98 oct. prem 
88 oct. reg 17.8-17.9 


San Francisco District 

Tank Truck (400 gal. or more) 
98 oct. prem. 21. , 

88 oct. reg 


Distillates & Fuels 


Gulf Coast Cargoes 
41-43 w.w. kero. .8 1 ~10.375 
No. 2 fuel —9. 875 
53-57 d.i. gas oil .8 s2RW- 10.25V 
48-52 d.i. gas oil .8. 5W-10. 125 
43-47 d.i. gas oil .8.375W-10 
Bunker C fuel... .$2.00-2.10 
Bunker C fuel 

max 1% sulf.. .$2 .25-2.35 


Albany, N. Y. 
Kerosine, No. 1. .10 yy 
9 sv 

Diesel oil, — 

plants. . ...10.2v 
No. 4 fuel.......$3.46W-4.08W 
No. 6 fuel, no. 

sulf, guar......$2.30V 
Baltimore, Md. 
Kerosine, No. 1. .10.1 

do barges..... .9.85 
No. 2 fuel. ..... 9.6 

do barges......9.35W 
Diesel oil, shore 


do barges. . : . $2.93 


No. 6 fuel, no 
sulf, guar... .. .$2.40 
do barges.... . .$2.37 
Light Diesel, 


Heavy Diesel, 


Baton Rouge, La. 

Kerosine, No. 1. 

No. 2 fuel 

Diesel oil, shore 
plants 

No. 5 fuel 


Heavy Diesel, 
bunkers... . 

Bunker C, 
bunkers....... $2.10 


Boston, Mass. 
Kerocine, No. 1. .9.95W-10.2W 
No. 2 fuel. . .9.45V-9.77 
Diesel oil, shore 

plants. ... 10.18 
No. 5 fuel. ......$3.27W-3.32W 
No. 6 fuel, no 

sulf. guar $2. 49W-2.54 

do barges..... .$2.46 
Light Diesel, 

$4.10V 


bunkers... 
Buffalo, N. Y. 

Kerosine (a).....11.45W 
Diesel fuel (a)... 11.45 
No. 2 fuel (a) 11.05 
No. 5 fuel. 8.9 
No. 6 fuel. .. 8.15 


(a) Prices of some sellers to bulk com- 
merical consumers are 0.15¢ higher. 


Charleston, S. C. 
Kerosine, No. 1. .10.2W 
No. 2 fuel 9.9 
Diese] oil, shore 

: plants 


No. 6 fuel, no 
sulf. guar..... 
do barges 
Light Diesel, 
bunkers. . 
Bunker C, 
bunkers.......$2.: 


Chicago, III. 
Range oil, No. 1..10.25W-11.85W 
No. 2 fuel . 9. 50-10. 85 
No. 5 fuel, low 

sulfur 
No. 5 fuel, “high” 

sulfur. 
No. 6 fuel, low 

sulfur. . A 
No. 6 fuel, high 

7.4 


Cleveland, Ohio 
No. 5 fuel... 
No. 6 fuel. ... ( 
No. 6 fuel *Delivered Cleveland. 
Corpus Christi, Tex. 
No. 6 fuel, no 

sulf. guar......$2.13 

do barges. ....$2.10 
Bunker C, 

bunkers. ......$2.10 


Detroit, Mich, 
Dieseloil...... Wy 
No. 1 fuel 12V-12.25W 
No. 2 fuel . LIW-11.25V 
No. 5 fuel. . 9.1 
No. 6 fuel 8.6 
Houston, Tex. 
Kerosine, No. 1. .9 ay 10.375V 
do barges 9.75 
No. 2 fuel .. 9.4W-10V 
do barges......9.25W 
Diese] oil, shore 
plants ... .9.7W-10. 750 
No. 6 fuel, no 
sulg. guar. $2.13-2.30 
do barges $2.10 
Light Diesel, 
bunkers .. .$3.88W 
Heavy Diesel, 
bunkers...... .$3. 
Bunker C, 
bunkers. ..... .$2.10 


Jacksonville, Fla. 
Kerosine, No. 1. .11,1W-11.7 
No. 2 fuel.......10.0W-11.5 
Diesel oil, shore 
plants.........10.9W-11.15W 
No. 6 fuel, no 
sulf. guar 2.37 
do barges. ... $2. 34 
L ght 
unkers....... $4.704-4.956 
Bunker C, ” 
bunkers 


NATIONAL 


Miami, Fla. 
Kerosine, No. 1. .11.5W-12.1 


Diese] oil, shore 
lants 11.3W-11.1 


Bunker 


Minneapolis/St. Paul, Minn. 
Range oil, No.1 10.93Y-11.9 
No. 2 fuel 10.18W-11.1 
No. 5 fuel, high 
nS ee 9.4-10.4 
No. 6 fuel, high 
ee 8.4-9.4 
Mobile, Ala. 
see, No. 1. .10.9W-11.5 


-11.3 
Lig] ht Diesel, 
nkers $4.01¥-4.26V 

New Haven, Conn. 
Kerosine, No. 1. .10.1W 
No. 2fuel....... 9.6V 
Diesel oil, shore 

EROS 
No. 4 fuel.......$3.49V 
No. 6 fuel, o 

sulf. guar..... . $2. - 

do barges... Pe, 
Light Diesel, 

bunkers 
Bunker C, 

bunkers 
New Orleans, La. 
Kerosine, No. 1. 

No. 2 fuel. . 
Diesel oil, shore 

plants 


~2.45V 


No. 6 fuel, no 


Light Diesel, 


Heavy Diesel, 
bunkers....... $3.67V 
Bunker C, 


New York pee 
Kerosine, No. 1. 


Diesel oil, shore 
plants 10 
No, 4 fuel....... $3.26 
do barges. . 


$2.32W-2.40V 
$2.3 ay 
No. 6 fuel, no 

$2.65 


do barges.... . .$2.62 
No. 6 fuel, no 
1% sulf.. . $2.65 
do barges. 
Light Diesel, 


Heavy Diesel, 


Bebe C, 


Norfolk, Va. 
Kerosine, No. 1. 
No. 2 fuel....... Oe 
Diese] oil, shore 
plants 
No. 6 fuel, no 
sulf. guar 
do barges 
Light Diesel. . 
Heavy Diesel, 


Bunker C, 
bunkers 


Pensacola, Fla. 
Kerosine, No. 1. .11W-11.6 
No. 2 fuel 8-11. 
Diesel oil, shore 

plants 10.8W-11.4 
Philadelphia, Pa. 
Kerosine, No. 1. 0, iy 

do barges...... 
No. 2 fuel. . nd 

do barges...... 0350 
Diesel oil, shore 

plants 
No. 4 fuel. .....- $3.43 


No. 6 fuel, no 


Light Diesel, 
okee 


Heavy Diesel, 


bunkers 
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Ok ee ae 
: ; .8.5-11.25 oe i gee 
Baton Rouge. . . .4. 625-5 Be 
Key Crude Oil Prices (4s of June 15) 0 New Olan. SB bee 
$2.15-2.35 () 
United States ms is 
Wilmington, 31 gravity .............cccecseeceeeeeeeecees $3.23 8.8 Ww 
Weat T 36 gravi ; 
uM ae i tviksGanedabtgdhensbekendy 2.79-2.83 9-15.3 fs : Cc) 
Okishoma sweet, 36 gravity...........-...20eeeeeeee 2.77-2.9 L b 2 
Willaton Basio ness 8.5-13.8 u ricating is —_ 
me a GOVT «oc cccccccccccccccccccccecse 2.62-2.87 $2.80 Western Penna. 
le atts cscs idnsipapinsin Vigeous Neutrale—No. 3 Col. Vis. at 
eer nenierediDenfanthecnsnassannrsecnenenaeesee 4.25 $2.15-2.35 70° F. 
ati. | iechpentttt: 2S SAAR AS See eee Ep Bee Ee 2.38 be ha vesheckc meme Spe - beaks o she “4 ewes te 
Venezue! ; y kerosine......... 19.3 
menage? heavy, FOB Las Piedras, flat.............. 1.73-1.88 Stove d Hd = fcr at 0 400 10408 flash. 
Persian Gulf, FOB Ras Tanura Diesel fuel eer oud 
Arabian, 34 gravity.............+.. 1.89-1.90 sigh 
éenugbabacseseeevnaes : 4 148 185 va a 210, No. 8 Co. < 
2 
Port Everglades ™ 58 & ab di of 
Kerosine, No. 1. .11.3W-11.9 a. - ...9.5W-10.25V ox ? 
No. 2 fuel....... Wi -11.7 No. 1 fuel. ..... 9.5V-9.75v 650 
Diesel oil, shore No. 2 fuel. ..... 8.75W-9 flash — 
‘ Plante ge 11.1W-11.7 No. 6 fuel...... $1.60¥-1.80 630 flash . . . 
No. 0 ruel, no N. Tex. (Tex. & New Mex. shpt. 5 
a At we o FOB Teen teat, for demactio sh 
-do barges... . $2.32 kerosine. 5-11: or domestic 
ag om ov on only, bright stock, vie. at 210° neutrals. 
ee: $4.662¥-4.914 _Diesel.......-..10.5-11.25 vis. at 100° 0-10 p.p. 
bunkers. rey" $4.662W-4.914 No. 6 fuel. ......$1.95-2.50 Bright Stock—Conventional 
Bunker C, W. Tex. (Tex. & New Mex. shpt.) vis. D uw 
bunkers. ..... $2.32 42-44 w.w. 180-1 ls " 
Portland Me. vy teres vc “head ~ o 
Ketesine, Ne. 1..10 y . 10-28 py ~ ehhh gs 20.5 
0. ‘ue ; cane 9: 8 eee ee eenee eid S 
Dinsal oil, ehore No. 1 foal Ss Wet 10.25-11 Any - 
N igs = j eeceses 10 2v No. 8 fuel cates $2 60 euonen Kabis Q 
Pe tei, os . 6 fuel....... F . tel 
sulf. guar...... $2.49V E. Tex. (Truck transport lots) 150-160 vis. ; 
do barges...... 2.46 42-44 se We 0-10 p.p., 95 v.i...23-24 
Bunker C, kerosine......... 10.5-11.1 - 
bunkers....... $2.46 58 & abore di. siti on Conventional — Pale Oiis 
Providence, R. |. Diesel... ;.--++-- 
; No. 6 fuel....... $2.00-2.50 No. 2col....... 14.75 m6 
Kerosine, No. 1. .10.2W Diesel— 
ag neha 1, Cont. W. Tex. (Truck Transport lots) ——a— 26-110 te. 
ge tn oil, shore v 42-44 w.w. rm Mi velnwvlcancs 2.15 NO Seos....... 
plants......... 10.1¥ jj SPOsihne....--+-- 180 eh 3 
No.5 fuel... ....83.32¥ 58 & above di. a hv Ne a > 
oy eh, OPS 10.75 Diesel—PS 200.. $5.55 200 vis. No. 3 col.17 
sulf, guar ee" $2.48v No. 6 fuel....... $2.60 = C—PS 250 vis. No. 3 col.17.5 
“ do barges... $2.46 Kanone (For Kans. destinations only) = gg 4 ve a ; ba a 
le , oo w.w. °o le 
1% sulf....... $2.83-2.96 kerosine....... 10.25W-11 Ships’ bunkers: US dollars per bbi. of WJ 
do barges...... $2.76 52 & above d.i " I Olls—Solvents— 95 v.t. 
Bunker C, Diesdl........- 10W 170-180 vie. ... . .19.25-20.25 
bunkers. ...... $2.46 =< above d.i ¥ . $5.89 bp WB. --00- aaa 5 Z 
‘ Viesel......... 9.75W-10.5 oe. 3. Ls eee 
=>, 11.1-11.7 No. 1 fuel....... 10W-10.75 — Cylinder Stocks — 
ay RE DEE No. 2 fuel. ...... 9.25W-10 $5.42 ar. olive 
Diesel oil, shore No. 5 fuel. ..... $1.70 $3.20 green. . 17.5 LL 
ee 10.9W-11.5V No. 6 fuel....... $1.80¥-1.00V —  . ie 
No. Sfucl...... $3.01 Ark. (For shpt. to Ark. & La.) ae ga Gulf Coast uJ 
i Biel. ab gga . Diesel seagteesees s. ssV } ary Refined Oils from Mid-Con 
sulf. guar,.....$2.37 kerosine....... 10.625 eres ee is t grade crude: FOB ship at Gulf for 
rite tere, biied $2.34 Tractor fuel... ..11.25W Salina Cruz $5.42 isin (Y 
ig iesel, 52 & t h d.i eeeeeeeoces J Stock. 
ae Sl $4.83 pe deel .. 9.50 Bunker C....... $3.20 Tee 180 oe 
eavy Diesel, 58 & above d.i Tampico 
‘ bankers age $3.65¥ Sean.....k< 9.8750 po ee $3.88 a 
on CET) 7 Nod foal 22228908 ——— ee 
Tampa, Fla. No. 5 fuel....... $2 sy * -eteebabeae 
Kerosine, No. 1. .10.9W-11.55W No. 6 fuel....... $2.30 PT enesnys ati 300 vis.......... as 
No. 2 fuel. ...... 10.7¥-11.3V Western Penna.—Bradford-Warren 500 vis.......... 5 
Diesel oil, shore Kerosine........ 11.5V South T 
plants.........10.9W-11.5V 55 cetane Diesel. .11V vi — 
No. 6 fuel, no No. 1 fuel....... i 25 is. at 100° F., FOB 8. Tex. refineries fur 
at. guar...... 2 37 No, 2 fuel...... 10.75 and/or export shipment. gre 
lo barges.... . .$2.34 36-40 ity fuel.10.25 
Light Diesel. ....$4.62¥-4.872W ys ais eas hag A 
unker C, N | G li 1%2 a j 
— A Keri... 12 atural Gasoline = ahve | 
Toledo, Ohio No. I fuel.......11.75 Prices are to blenders on freight basie 35 Wiigas***" 7 
a eo ras eeee No. 3fedl....... 115 shown; shipments into tanks cars or pe o. 
ee - lines may originate in any Mid-Con icubocasa 17.5 
No. 1 fuel a Pittsburgh iat dire. Pics on basa of lt al uni Hrdtr No. * a 
No. 5 fuel 50 cetane Diesel. .11.45-12.55 FOB Group 3 Tob vie No. 
No. 6 fuel... No. 1 fuel. ......11.7-12.8 Grade 26-70 ool........... 18.25 
Wilmington, N. C. No. BOR on soca _ 4.5¢ yaw Ne. 18.7 \ 
K 0 36-40 gravity fue spiked doce 75 
Roresiae, No. 1. Ad : . i FOB Breckenridge, Tex. 200 vis. No. 
Die ~ tied Rang 0 J ichigan Grade 26-70 sedge aed 19.25 
plants. ee 2.25W-13.5 Red Oils 
No. fuel.....-.$8.34¥ oy P. W. disiiliate...13.6 100 vis. No. 
Light ta orees He.3 B feel. Ht 25W-13 $00 te ii . = / 
7" o. 
Okla. (Ok a (Okie. “asi No. Shige ey a 56 od.. oe 17 
at fuel. ..... 
Kerosine..... ...9.875-10.375¥ Ohio Quotations for Sohio for delivery FOR sgoooere STS 
at aleve di. oy sv to Ohio points 5-6 col. 18 
iesel........ 7 0.37! ine. . me ee Oe oe 0 es 
No. 1 fuel...... 9. 875-10.25 No. 1 fuel....... 13.9 LP-Gas + ee pa 
a : 5 os No. 2 fuel. ......12.9 a ema 
o. 6 fue! California—Los Angeles Dist Prod tract pri 5-6 col,.......... 18.75 
Okla. Group 3 (Northern shpt.) Rack: New — eee gE 2000 vis. No. 
42-44 w.w. Stove dist. Harbor........8.55-8.8W 5-6 ool........... 19.25 
kerosine....... 9.75W-10.25V PS 100...... e+e. 912 Philadelphia. .... 8.3V (Continued on next page) 
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Scale Wax 
Grade 91/96 Solvents FOB we 


1.169 for 1,800 th. chide; 1.06 Be, for 65 Providence, R. |. 
Avg as Ib. cartons. Melting points are AMP. Naphthas & Mineral spirits. . .18. 8 
Crude 
N ga N.Y. 
Grade 100/130.. 124-180.........6.6 
j Refined Wax 
drade 80 16,85 123-145....... 7.65 - Baltimore, Md. 
Mineral spirits. ..17.5 


Refined Wax 
149-151......... 9.15 
V, M. & P. 118.875 
omni omy 14. 125-14.375 


Petrolatums Mineral spivita, 18:8 Bensol diluent. . .15.125-15.625 


Western Penna. 
Ps ore York Harbor 
Western Penna. (t.c. in bulk) ee ES at ee S586 fees, V.M. & P. 
124-6 AMP white Soft hi 4s ewe Penna. 
crude scale 25 wane. M 


tity atte. 625 ineral spirits. . st 


P tor bulk ote Soft yeil 7.125 Philadelphia, Pa. 
in ts t yellow x 
eta oe “ PG Kae Light ambe V.M.&P. 


ae 0.9¢ Ib. for Ty00's000 ke ocliote d Mineral spirits. ..17. Stoddard caivent.18 





Tank Wagon Prices NPN Gasoline Index 








Dealer T.W. Tank Car 
(cents per gal.) 





Prices for gasoline do not include taxes; they do however, include inspection fees, 16.39 
amounts of which may be obtained by writing to NPN. Gasoline taxes, shown in separate _aerdngg “ 18.36 
column include 3¢ federal and state taxes; also city and county taxes as indicated in Desies teidiie le ' si itn 
footnotes. Kerosine tank wagon prices also do not include taxes; kerosine taxes where Tank car ind an average of dealer tank wagon prices ex ci 
levied are indicated in footnotes. Di te if any, are shown in footnotes. These prices peammin aan un ia weighted 9 rage of following wholesale aw for regu- 
in effect June 15, 1959, as posted by principal marketing companies at their head- Minneapolis-St. Paul, Western pols mmo my California, Philadelphia, Jack- 


quarters’ offices, but subject to later correction. sonville, Boston, and Gulf 














Mobil Oil Co. 


Mobilgas Gasoline 
(Regular) Mobilfuel Mobilheat 
Dir. Cons. Gasoline *Mobil Kerosine *Diesel *(No. 2 Fuel) 
T. Taxes T.C. Yard T.W. T.C. T.W. Yard 
New York City 
Manhattan sies 
10.5 


° me 


=m eK—H Oo Oo: 


Queens 

Richmond 
Mt. Vernon, N. Y. 
Albany.. te 
Binghamton. . 
SO aS 
Jamestown. ... 
Plattsburg.... Sarai 
Rochester............. 
Syracuse........... ‘ 
Bridgeport, Conn....... 
Hartford......... ‘ 
New Haven 
Bangor, Me... 
Portiand.....-0+0 
Boston, Mass. adie 
Manchester, N. H...... 
Portsmouth hi 
Providence, R. I. 
Burlington, Vt. 
Rutland 

*Com. cons. t.c. prices 0. 15¢ higher. 

Taxes: NYC prices are ex 3% city sales tax, Syracuse prices ex 2% city sales tax. 
P es Mobil Kerosine & Mobilheat—NYC (all boroughs) & Mt. Vernon, t.w. less 0.5¢ for deliveries of 8C0 gal or more. Mobilfuel Diesel—All points, t.w. less 0.5¢ for deliveries 
of 800 gal or more. 

Notes: Premium-grade t.w. prices 3.5¢ above regular. Jamestown t.c. prices are delivered, all otker t.c. prices FOB bulk terminals. 


PISO: 
SRR 


5 10.5 


a 


: & &: 


Soe ° 


DOO mt en Om ROM BO: OS: 
+ pe wnowa 


at et ttt pe et tt 
a 


RATION QO: ATO0RO* GOoNAa: GH: 
. 


tom @: 











ards On ven : ed This Is Your 
Market Place 


30 E. 40 ST., N. Y. C. EM 1-4100 














Write today for Advertising 
Space Rates 








Marketer of Petroleum Products NATIONAL PETROLEUM NEWS 


NEW ENGLAND PETROLEUM CORPORATION men 


New York Sydney, N. Ss. Boston New York 36, N. Y. 























(To obtain more data on advertised products see page 142) NATIONAL PETROLEUM NEWS ° July, 1959 








Atlantic Refining 


Atlantic Gasoline a a 
(Regular) No. 2 

Dir. a Gasoline No. 1 Fuel (a) Fuel (a) 
T.W, T.W. 








T.W. T.W. Taxes 
pelledelphe, Faces “Ee 16.3 8.0 15.0 14.3 
ON re "15.3 16.3 8.0 15.25 14.6 
‘Allentows Bvcedase’s *15.3 16.3 8.0 15.25 14.6 
Harrisburg........ *15.3 16.3 8.0 15.25 14.6 
Wilkes-Barre...... "15.3 16.3 8.0 15.55 14.9 
Williamsport *15.3 16.3 8.0 15.55 14.9 
Pittsburgh. **16.1 17.1 8.0 15.8 14.95 
Altoona. . ew THA 17.1 8.0 15.8 14.95 
Mics cbanbece skye **16.1 17.1 8.0 15.8 14.95 
Greensburg........ **16.1 17.1 8.0 15.8 14.95 
Wilmington, Del.... 14.3 15.9 8.0 aiiae 
Hartford, Conn..... 15.2 16.7 9.0 rout woes 
New Haven........ 15.2 16.7 9.0 omits 14.6 
Boston, Mass....... y-8 hae 8.5 igbe weds 
Springfield. . bin 15.7 16.7 8.5 eon a 
Providence, R. I... 12.9 14.9 9.0 ces 14.4 
Camden, N.J...... 14.2 15.7 8.0 14.7 14.2 
Wo ssissercce 14.2 15.7 8.0 14.6 14.1 
Albany, N. Y...... 15.9 16.4 9.0 15.0 14.2 
Binghamton....... 16.2 16.7 9.0 15.6 14.9 
, | errr 15.9 16.4 9.0 16.2 15.8 
ic ickcsccesee 16.2 16.7 9.0 16.0 15 3 
Rochester. ........ 16.2 16.7 9.0 15.7 15.1 
Syracuse.......... <xae aay 9.0 oubu ean 
Baltimore, Md... .. 14.9 15.9 9.0 14.0 
Richmond, Va...... 13.9 15.9 9.0 14.8 14.1 
Charlotte, N.C..... 14.9 15.9 10.0 14. 14.2 
Jacksonville, Fla.... 14.9 14.9 10.0 bind dens 
pe PE rer 14.9 16.1 10.0 otal aes 
*Fair-trade minimum service station price. . pene 0.06 brad coed needles aaneenen 
**Pair-trade minimum service station price. ..............e0e-ececeeeee cere 20.9¢ 
Heavy Fuels 
jo. § No. 6 
a 8 05 i cd thbnccses nddbbnasedscatceethesss 9.36 7.4 


*Less 0.19¢ voluntary allowance. 

Notes: Premium-grade t.w. prices 3.5¢ above regular. Kerosine—Penna. add 1¢ gal 
for t.w. deliveries under 100 gal at one timc. Camden—Add 1¢ for deliveries of 100-299 
gal, 2¢ for under 100 gal. 

(a) Prices subject to 0.5¢ per gal discount; except Philadelphia and Camden, 0.6¢; 
and Charlotte, no discount. 


Esso Standard 





Esso Gasoline Kerosine 
(Regular) and No. 2 
Dir. Cons. Gasoline No. 1 Fuel Fuel 
T.W. T.W. Taxes T.W. T.W. 
Atlantic City, N. J...... 14.2 15.7 8.0 14.6" 14.1 
OS 14.2 15.7 8.0 14.6* 14.1 
Baltimore, Md......... 14.9 15.9 9.0 esate 14.4 
Cumberland........... 15.9 16.9 9.0 hens es 
Washington, D.C...... 14.9 15.9 9.0 pony 14.7 
Danville, Va............ 15.4 16.4 9.0 15.2* 14.4 
Petersburg............. 14.9 15.9 9.0 14.8 14.1 
/ ee 13.9 14.9 9.0 14.8 13.7 
) SS See 14.9 15.9 9.0 14.8 14.1 
DI dbs cvscsvers 15.9 16.9 9.0 16.2* 15.2 
Charleston, W. Va...... 14.9 15.9 10.0 14.9* 6a 
PU casaseccccess 14.9 15.9 10.0 16.4* Fad 
Parkersburg........... 14.9 15.9 10.0 15.3* awa 
Wheeling .. sveconw Been 17.1 10.0 15.3* a 
Charlotte, N. C.. ndadedee 14.9 15.9 10.0 14.9 14.2 
PE Saka cébcecn ese 14.9 15.9 10.0 15.1 14.5 
DER Siks nvecsees 14.9 15.9 10.0 15.4* 14.7 
Raleigh 15.1 16.1 10.0 15.7 15.1 
Salisbury... . 14.9 15.9 10.0 14.9 14.2 
Charleston, 8. 14.8 15.8 10.0 13.6 
Serre 14.9 15.9 10.0 15.0 
Spartanburg........... 14.8 15.8 10.0 an's’ 13.9 
New Orleans, La........ 12.9 13.9 10.0 13.1* sf 
Baton Rouge.......... 13.9 14.9 10.0 12.9* 
BE acoso ckidees 14.9 15.9 10.0 14.0* 
Lake Charles.......... 13.9 14.9 10.0 12.8" 
Shreveport............ 14.9 15.9 10.0 14.9* 
| SREP S 14.9 15.9 10.0 13,3* 
Knoxville, Tenn........ 13.9 14.9 10.0 15.3* 
IIR clas vivnbscade 13.9 14.9 10.0 14.8* 
Chattanooga........... Kine anes 10.0 15.2* 
Nashville.............. 13.9 14.9 10.0 15.1* 
Little Rock, Ark........ 13.4 14.4 9.5 15.5* 


*Prices apply for kerosine only. 2 
leavy Fuels 
No. 4 Fuel No. 6 Fuel 


ER os oasis ih euntnws Cuaeps ccdehbavinekaase tae $3.03¢ 
Baltimore, Md.. Skegaehhe supanecukekasdanes cuca 4.14 3.23 
Washington, D. C. 1,050 SRE, oe videdn'ikvdeci cs 4.42 3.26 


Taxes: Louisiana kerosine prices do not include 1¢ state tax. 

Notes: Kerosine/No. 1—Atlantic City and Newark prices are for deliveries of 200 
gal or more: add 1¢ for 100-299 gal, 2¢ for less than 100 gal. Premium-grade t.w. prices 
2.5¢ above regular. 

#Subject to temporary voluntary allowance of 8¢ bbl. 


Imperial Oil Stsesriagete ten 


- Gasoline 
rw. Taxes 


i i is 6 5c citi-ndoceoens 22.9 17.0 : 
PiMbihisecaccesabsisnses 21.9 17.0 ; 
ON 3 Sees 21:9 15.0 ‘ 
Charlottetown, P. BE. I...........++ 23.6 16.0 : 
Montreal, Que...........0-seeeeee 22.3 13.0 " 
peer ere 22.3 13.0 ’ 
PGR TION.. « .cansersedccnneds 22.3 13.0 25.1 18.1 
Winnipeg, Man.............+.000s 22.3 11.0 28.5 18.4 
PG Ba xc cnocbeecess edvns 24.9 11.0 28.5 20.6 
5 errr 21.6 12.0 25.2 17.1 
MOU TIE sc viccrsvccuccoess 24.5 12.0 27.9 17.4 
CRUE EI. sc cocvaaeessasageus 20.8 10.0 24.4 16.2 
Edmonton, Alta...............005 20.3 10.0 23.9 15.7 
Vomnenneng ts ©... iis ccscevevenees 22.3 10.0 25.4 17.1 


Taxes: Gasoline taxes are provincial taxes. 
Note: Premium-grade t.w. 5.0¢ above regular. 


(Established tank wagon prices are shown 


“ bel be 
Indiana Standard 's27;,527,ma2, 2s" my be ia 


Red Crown Gasoline Standard 
(Regular) Furnace Oil 

Dir. Cons. Gasoline Kerosine 1-99 100 gal 

T.W. T.W. Taxes T.W. gal and over 
Chicago, Tl... . 17.4 19.4 8.0 17.1 14.9 (a) 
South Bend, Ind.. 16.8 18.3 9 17.5 16.2 15 
Detroit, Mich. gal pee 18.0 9.0 17.8 16.1 15.1 (b) 
Mpls.-St. Paul, Minn. .... 19.2 8.0 17.3 15.9 (a) 
Des Moines, lowa.. .... 18.5 9.0 17.5 15.7 14.7 
St. Louis, Mo......  .-.. 17.9 7.5 17.5 15.9 14.9 
Wichita, Kansas.... 16.6 18.1 8.0 16.2 14.1 13.1 
Omaha, Nebr.......  .... 18.7 10.0 17.7 15.2 14.2 
Fargo, N. D........ 18.1 19.6 9.0 19.2 16.5 15.5 
Huron, 8. D........ 18.3 19.8 9.0 : 2S t 15.4 
Milwaukee, Wis.. 17.3 9 5.9 (a) 


18.8 
(a) See below for | prices on larger quantities. (b) 14.9¢ be io gal t over. 


Standard Furnace Oil §Stanolex Fue Stanolex Fuel C 
100-399 400 gal 1-749 780 Lm 1-749 750 gal 


ga & over gal & over gal & over 
CabeaaB acc cccccss 14.9 14.4 11.55 10.8 10.25 9.5 
Standard Furnace Oi! 
100-174 175-849 850gal 100-349 350 gal 
gal gal & over gal & over 
Mpls.-St. Paul............... 14.9 14.2 13.7 
Milwaukee. . . sa 14.9 14.4 


Taxes: St. Leute quaciinn tax includes 1.5¢ eit: y tax. Des Moines kerosine & furnace oil 
prices do not include 7¢ state tax. State sales, occupation, consumer & use taxes to be 
added where applicable. 

Discounts: od Crown c.t.w. prices at some points subject to varying discounts for 
quantity deliveries. 


Frigss are tank truck postings, ex all taxes, ap- 
for deli f 400 
Standard of Cal. psi detains este o moe 








Standard 
“Pearl Chevron — 
Chevron Gasoline oil” Diese} Furnace Stove 
(Regular) Taxes Kerosine Fuel oil oi 
San Francisco, Calif... 18.3 9.0 19.8 14.8 14.8 16.3 
Los Angeles 17.8 9.0 19.3 14.3 14.3 15.8 
19.4 9.0 21.8 15.6 15.6 17.1 
19.5 8.0 22.7 16.7 16.7 19.7 
20.7 9.0 22.4 17.3 este pate 
18.9 9.0 21.8 15.1 
19.0 9.5 21.8 15.2 
21.2 9.5 24.6 16.8 ee e008 
19.0 9.5 21.8 15.2 wane aes 
20.7 9.0 31.6 16.7 16.7 18.2 
19.3 9.0 20.7 15.3 13.8° 15.8 
19.4 11.5 20.9 15.6 -_ 6 . 
29.1 8.0 37.9 eeee 
20.6 8.0 29.8 
*Standard No. 2 Burner Oil. 


Taxes: Honolula—Diesel/furnace oil price is ex 1¢ territorial toss all T.H. prices are ex- 
Hawaiian gross ineome tax of 1% to resellers, 2.5% t 0 consumers. 
Ce at eteotre i 
evron -over price 1¢ for 40-199 gal, 0.5¢ for 200-399 
gal, except to marine trade in Alaska where 0.5¢ differential applies to 40-399 gal; for 
less than 40 add 5¢ el, except at Honolulu add 5¢ for less than 40 gal to marine 
trade and less 100 gal to shoreside trade. Chevron Supreme (premium) prices are 
4¢ higher than Chevron y ate be for quantity delivered at all points except Salt Lake 
City, 3.0¢. Chevron Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 
where available, 
Kerosine—Add to 400-gal-and-over price 11¢ ~ i than 20 gal, 6¢ for 20-199 gal, 
3¢ for 200-399 gal; tank car/truck trailer, deduct 3 
Diesel, furnace & stove oils—Add to olodens price 5¢ for less than 40 gal, 
1¢ for 40-199 oa 0.5¢ for 200-399 gal. 
(Continued on next page) 





TANK WAGON PRI 
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USE OUR FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10¢ STEPS ONLY 






































EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK wet 
New Feature: 1000 to 9000 GALS. in 1000 STEPS. | FREE Description on Request| 
DEGREE DAY SYSTEMS 39-30n sain st. WOODSIDE 77 77, N.Y. TWining 8-6666 
July, 1959 + NATIONAL PETROLEUM NEWS (To obtain more data on <!yer:i.cd products see page 142) — 
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Ohio Standard 


Sohlo Extron Gasoline ( 
Regular) 


Continental Oil 


$8.8. H Ss. Prices are Continental’s tank wagon prices. Current selling prices may vary trom 
my 0 shown because of local conditions.) 


10.0 
10.0 . . . Gasoline Gaso- 
10.0 : T.W. line 

5 (Regular) Taxes 
10.0 i . 18.0 9.0 

10.0 
10.0 
10.0 
Zanesville. . 10.0 


Notes: eens Nos. 1 & 2 Fuels—Prioes are for 100 gal or more; for 50-09 gal, add 
I¢; 1-49 gal, add 2¢. Premium-grade prices: consumer t.w. & 8.8. 4¢ above regular, re- 
sellers 3.5¢ above regular. 8.8. prices are Sa eompany operated stations. 

*Summer discount of 0.5¢ on t.w. coy except at Portsmouth and Zanesville. 


SBBEES 
o 


, BBSEBz 
eoevwvooceocooooo 


prices are 


Kentucky Standard 
Texas Company tye Anee.. 16-4 18 , ian mabecdexe casi oie 4 
mogul) i 5 ers tlanta,Ga.. 16.4 9.5 


: 3 1.0 16.4 
Port Arthur.. 15.4 : f ‘ Miss. 16.5 10.0 16.7 


ckson ville, 
Gasoline taxes: 8¢. ¢ : . Fis... 16.1 10.0 16.5 





Dealer 
T.W. 
Dallas, Tex... 16.4 


Ft. Worth... 16.4 10.0 16.7 


Wichita Falle 16.4 
16.4 
16.4 
17.8 


Notes: Prices are for min. 25-gal. do 
liveries. jine—Premium 
ices 3.5¢ abyre regular, except El Paso, 


.71¢ wow. & ‘erosine—Prices apply to 
dealers & consumers. 


Taxes: Birmingham gasoline taxes in- 
clude 1¢ Jefferson County tax. Kerosine 
taxes not “nrg in prices: Georgia 1¢; 
Mississippi, 0.5¢. 





Gasoline Markets 











Gasoline Consumption by States, February 1959 


(American Petroleum Institute Figures) 

Tax Ratet — 

February 
Cents 


— jonth o ———__—_— - 2 Months Ending With—- 
Januar 1959 er 1980 Februar 2 "February 1959 February 1958 
00 Gal IL 00 Gal. 000 000 Gal. 000 Gal 
Alabama 
Arizona 
Arkansas 
California. ... 


Colorado 


148,579 
77,980 
82,372 

896,658 

43,584 96,152 


Connecticut cartes sie sees Seana bane 55, 179 5 116,063 
Delaware... ee REA: RS es f 5,66 3, 5% p 29,276 
District of Columbia fap taennat ones ; § 32,795 
Florida. . 314,598 
Georgia 196,312 


Idaho ee 34,669 
Illinois. 224,297 
Indiana k es : Ree 125,568 
Iowa . $e ° . coeus ° i 77,479 
en 64,280 


Kentucky....... 66,518 
Louisiana 77,062 
Maine 22,761 
BOUROEOIE, ..¢.0ccceeeece 68,552 
Massachusetts.......... 108,125 


199,354 


142,523 
72,021 
82,950 

853,077 
93,591 


110,941 
27,201 
31,331 

298,962 

190,365 


32,217 
204,692 425,339 
114,277 244,039 
73,753 i 147,390 
71,316 144,589 143,117 
57,638 129,354 124,632 
146,871 
43,900 
133,134 
208,646 


382,693 
173,497 
96,023 
245,380 
35,372 


76,533 
19,380 
29,121 
294,412 
67,219 


610,388 
222,768 

32,183 
476,779 
151,409 


7 ae 70, 486 67, 189 


91,751 
15,314 


103,068 
15,690 


93,244 


18,979 
203,797 
121,097 

80,179 

80,309 


62,836 
69,809 
21,139 
64,582 
100,521 


183,339 
80,937 
42,459 

117,121 
15,878 


35,931 
9,944 
14,084 
140,591 
36,086 


295,961 


202° ,o14 


378,402 
165, 467 
92,968 
235 ,627 
34,066 


72, 973 


99/267 


Michigan 178,471 
Minnesota........ 
Mississippi 
Missouri. . 


Montana. . 19, "494 


Nebraska 40,602 

Nevada 

New Hampshire.............. ; 

New Jersey 3, 
31,133 


314,427 


37,231 


266,786 
95,915 
14,103 

207,938 
73,603 


41,447 


71,271 


570,491 
198,090 
30,009 
447,799 
145,919 
88,080 
469,335 
40,633 
103,385 
40, 888 


North ee ciins 
North Dakota 
Ohio. . 


Oklahoma 7 73. 863 


43,183 
226, 596 
18,328 
51,357 
20, 456 


Oregon.... ve%b 
Pennsylvania 
Rhode Island 
South Carolina 
South Dakota 


20,130 43, 015 
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Vermont. 
Virginia. . 
W: ashington. 
West Virginia 
Wisconsin . 
Wyoming 


Total 48 States and D. of C. 
Daily Average. . ; j 
Change from previous year: 
Tota) Change... .......-s0cess 
Percentage change in Daily Average 


t These are State tax rates per gallon. 


cAmerican Petroleum Institute e Figures) 


In addition there is the Federal Tax of three cents (3¢) per gallon. 


ote: Gasoline consumption data for Alaska is available on a quarterly basis only. 


Gasoline Prices for 55 U. S. Cities 


Dealer tank wagon and retail prices for regular-grcde (hcuse-brerd) gesolire, and taxes 
i J 1959 as compiled by National Petroleum 


in 55 representative U. 8. cities on June 1, 


Dir. T.W. Ser. Sta. 

(ex tax) (ex tax) 
Average U. 8. 16.13 21.16 
Portland, Me. 12.90 16.90 
Manchester, N. H. 14.90 18.90 
Burlington, Vt. 17.30 24.40 
Boston, Mass. i-12.40 i-16.40 
Providence, R. I. i-13.90 i-17.90 
Hartford, Conn. 15.20 19.90 
Buffalo, N.Y. 16.10 i-21.90 
New York, N. Y. 15.90 d-21.90 
Newark, N. J. 14.20 18.90 
Philadelphia, Pa. 15.30 19.90 
Wilmington, Del. 14.90 18.90 
Baltimore, Md. 14.90 20.90 
Washington, D.C.......... 14,90 d-19.90 
Charleston, W. Va.......... d-13.90 d-18.90 
pe d-12.40 d-16.90 
Charlotte, N.C............. i-14.90 i-19.90 
Charleston, 8. C............ 14.80 19.90 
BEE, Ge. cc cciccovcde< 15.90 21.40 
Jacksonville, Fla........... 14.90 19.90 
Birmingham, Ala........... 15.90 20.90 
Jackson, Miss,............. 16.50 21.50 
Memphis, Tenn. ovms 8.60 12.90 
Louisville, Ky.............. 15.90 20.90 
Cleveland, Ohio. 16.10 20.90 
Cincinnati, Ohio 14.40 18.90 
Indianapolis, Ind, 17.10 22.90 
Chicago, Ill..... 15.60 21.90 
a a * eee d-12.30 18.20 





Why do oil market- 
ers read National 
Petroleum News? 


Because it’s full of 
useful money- 





making manage- 


ment ideas 


x Ser. Sta. 
(incl. 3¢ federal) (incl. tax) 
9.10 30.26 Milwaukee, Wisc. 
10.00 26.90 Twin Cities, Minn. 
9.00 27.90 Fargo, N. D. 
9.50 33.90 Huron, 8. D 
8.50 i-24.90 Omaha, Neb. 
9.00 i-26.90 Des Moines, Ia 
9.00 28.90 St. Louis, Mo. 
9.00 i-30.90 Wichita, Kans. 
9.00 d-30.90 Tulsa, Okla. 
8.00 26.90 Little Rock, Ark. 
8.00 27.90 New Orleans, La. 
8.00 26.90 Dallas, Tex. 
9.00 29.90 Houston, Tex. 
9.00 d-28.90 El Paso, Tex. 
10.00 d-28.90 Albuquerque, N. M. 
9.00 d-25.90 Denver, Colo. 
10.00 i-29.90 Cheyenne, 
10.00 29.90 Great Falls, Mont.. . : 
9.50 30.90 Boise, Idaho. . 
10.00 29.90 Salt Lake City, Utah 
11.00** 31.90 Reno, Nev.... 
10.00 31.50 Phoenix, Ariz. 
10.00 22.90 Los Angeles, Calif. 
10.00 30.90 San Francisco, Cal 
i-10.00 30.90 Portland, Ore. 
i-10.00 1-28.90 Seattle, Wash. See ee 
9.00 i-31.90 Spokane, Wash............. 
8.00 29.90 - 
9.00 27.20 *Includes 0.5¢ ¢ 





Wyo. he : , ef 3 ‘ 


if. 


ity tax. 


News are shown below. Figures are in ¢ per gal.; 
as compared with May 1, 1959. Tax col. indicates only motor fuel taxes levied as su» 


Tax Ratet - aa ——-2 Months fame = ith an 
February January 1958 Pow a ry Februar 1958  Febr ebruary 
Cents 000 Gal 000 Gal. 000 Gal. mt A aa I. 000 Gal. 
7 87 7,673 90,025 63,809 177 ,698 152,252 
5 369,851 349,814 320,337 719,665 665,756 
6 25,078 23,303 21,691 48,381 45,519 
6% 8,869 8,212 7,876 17,081 16,529 
6 100, 802 94,197 86,270 194,999 182,751 
6% 66,795 82,509 70,291 149,304 143, 909 
6 39,242 30,572 26,445 69,814 73,320 
6 93,909 84,174 81,507 178,083 173,574 
5 11,112 , 900 8,930 20,012 19,622 
beaene 4,604,520 4,305,759 4,033,419 8, 910,279 8,503,090 
kevneaa 148,533 153,777 144,051 151,022 144,120 
Siisbha oy ot: peace aie +272 ,340 pashatese +407 , 189 
ivGaeeess 15 a Saitianced +4.79% 


(i) and (d) indicate increase or decrease 


Dir. T.W. Ser. Sta. Ser. Sta. 
(ex tax) (extax) (incl. ay federal) (incl, tax) 
d-16.40 d-21.90 9.00 d-30.90 
15.30 20.40 8.00 28.40 
18.10 23.90 9.00 32.90 
18.30 24.40 9.00 33.40 
16.40 21.90 10.00 31.90 
16.30 21.90 9.00 30.90 
i-16.40 i-22.40 7.50°** i-29.90 
16.40 21.90 8.00 29.90 
16.30 22.40 9.50 31.90 
13.60 18.40 9.50 27.90 
12.90 17.90 10.00 27.90 
16.40 21.90 8.00 29.90 
d-15.20 d-19.90 8.00 d-27.90 
17.80 i-21.90 8.00 i-29.90 
18.60 i-24.60 9.50° i-34.10 
16.60 22.90, 9.00 31.90 
18.90 d-25.50 9.00* d-34.50 
19.90 d-25.90 9.00 34.90 
. 20.70 27.40 9.00 36.40 
19.30 4-23.90 9.00 d-32.90 
20.70 28.00 9.00 37.00 
19.50 23.90 8.00 31.90 
17.80 18.90 9.00 27.90 
18.30 23.40 9.00 32.40 
18.90 d-19.90 9.00 d-28.90 
19.00 19.40 9.50 28.90 
21.20 26.40 9.50 35.90 


**Includes 1¢ city tax. 


***Includes 1.&¢ city tex. 





GASOLINE MARKETS 
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Fine Lubricating Qualities 


For Greases and Fluid Lubricants 


Superior 


RY lara bilaehalelins 
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KERR—McGEE OIL INDUSTRIES, INC. 


306 N. ROBINSON * OKLAHOMA CITY, OKLA. 


* PHONE RE 9-0611 











(To obtain more data on advertised products see page 142) 




















ROYAL GASOLINE PUMP HOSE 












































BUYER NEED NOT BEWARE! 


UNDERWRITERS-APPROVED U.S. ROYAL HOSE EXCEEDS ALL SPECIFICATIONS 


It's a comforting feeling to know that you, the buyer, 
never need beware when it’s a “U.S.” Product. U.S. 
Royal Gasoline Pump Hose not only has Underwriters’ 
Approval, but also exceeds all their specifications. This 
solid, extra margin of safety and stamina means greater 
value for your hose dollar, for it means longer wear, 
easier handling. This is the hose that will outlast by 2% 
times the conventional gasoline pump hose. 


Mechanical Goods Division 


Royal hose works equally well for both external drape 
and internal retractable pumps. Steel-braid carcass, 
positive static connection. Complete resistance to sub- 
zero stiffening or cracking. 


Get U.S. Royal Gasoline Pump Hose or any of the 
“U.S. marketing hose from your Oil Equipment Job- 
ber or write address below. 


United States Rubber 


WORLD'S LARGEST MANUFACTURER OF INDUSTRIAL RUBBER PRODUCTS 


Rockefeller Center, New York 20, N.Y. In Canada: Dominion Rubber Company, Ltd. 


(To obtain more data on advertised products see page 142) NATIONAL PETROLEUM NEWS °* July, 1959 





NEWS NOTES 


Dale Chapman, Salt Lake division 
manager for Continental Oil Co., has 
been named chairman of the Utah 
Petroleum Council, a division of Amer- 
ican Petroleum Institute, representing 
marketing, pipeline, producing and ex- 
ploration segments of the industry. 
Chapman joined Conoco 19 years ago 
in a marketing capacity. 

He succeeds S. Paul Aveson, recently 
promoted assistant division manager at 
Butte, Mont., for Texaco, Inc.’s market- 

ing group. 





New managers for three terminals of 
Ruan Transport Corp. are: 

Leo Renspie, formerly assistant ter- 
minal manager at the St. Paul, Minn., 
terminal, is now manager at Sauk Cen- 
tre, Minn. He has been with Ruan since 
February 1948. 

Robert E. Keller, assistant manager of 
Ruan’s Omaha terminal, is now man- 
ager at Madison, Wis., succeeding Jim 
Cummins, who resigned. Keller joined 
Ruan in March 1958. 

Einar Scott, whom Renspie succeeds 
at Sauk Centre, is new manager of the 
Milwaukee, Wis., terminal. Scott has 
been with Ruan since 1954. 

* 


Marion E. Strain 
was appointed by 
Colorado Petrole- 
am Marketers Assn. 
to replace Don D. 
Johnson as execu- 
tive secretary. 

Strain served 
three terms in the 
Colorado _legisla- 
ture and was ma- 
jority leader in the 
1939 session. He’s 

: former executive 
secretary of the Colorado Petroleum In- 
dustries Committee and the Colorado 
Petroleum Committee. 

4 

Allan F. Dow is appointed petrochem- 
ical sales supervisor of Texaco, Inc., for 
the Midwest, with headquarters in 
Chicago. Dow has been with Texaco 
since 1949, served as an industrial sales- 
man in the Buffalo division, and until 
his current appointment was supervising 
lubrication engineer in the Pittsburgh 
district. 

a 

Blair A. Hyde has joined the advertis- 
ing and sales promotion department of 
Richfield Oil Corp. He had been engaged 
in wholesale and retail selling in Cali- 
fornia. 

* 

Reginald B. Newman, president of 
R. B. Newman Fuel Corp., 330 E. 
Niagara St., Tonawanda, N.Y., has been 
elected president of the Oil-Heat In- 
stitute of Buffalo. Other officers are: 
John L. Vizanski and Charles Gerber, 
vice presidents; Leonard Thiele, treas- 
urer; Albert C, Cater, executive secretary. 


About Oil People 





NEW OFFICERS of Connecticut Petroleum Assn. W. D. Roth (left), Dahl Oil 
Co., Norwich, retiring president, congratulates newly elected association officers 
(left to right): William H. Wesson, W. E. Wesson Co., Waterbury, president; 
William F. Briggs, Valley Oil Co., Portland, vice president; Arnold J. Grant, 
Hardware City Fuel Co., New Britain, treasurer. 





WwW. O. Ham, Jr., has been named 
general manager of Continental Oil’s 
southwestern region at Ft. Worth. He 
succeeds G. T. Pearson, transferred 
from Texas to Calgary as president and 
director of Hudson’s Bay Oil & Gas Co., 
Ltd. 

Ham joined Conoco in 1943, was made 
director of organization planning in 1956, 
and two years later became coordinator 
of reserves purchases. 

* 


Harry J. Peckheiser marked 25 years 
of service with General Petroleum Corp. 
in May. He’s been vice president and 
director of marketing for the company, 
affiliate of Socony Mobil Oil Co., Inc., 
since June 1958. Prior to joining Gen- 
eral Petroleum he was marketing divi- 
sion manager of Socony Mobil. 

* 


Reynolds Girdler, director of public 
relations and advertising, has been 
elected a vice president of Sinclair Oil 
Corp. Girdler joined Sinclair in 1952 
after many years in financial writing 
and advertising. 

. 

Guy YV. Mallonee has been named 
manager of service station development 
by Esso Standard Oil Co. He will move 
from Pelham, N. Y., where he was mer- 
chandising manager for service station 
sales, to New York City. 

. 

D. D. Day has been appointed di- 
rector, standards and performance eval- 
uation, and M. V. Johnston has been 
named director, credit administration, of 
Gulf Oil Corp.’s marketing department. 

Day joined Gulf in 1949 as a sales 
trainee in the Boston division, and then 
held various assignments in sales fore- 
casting and sales analysis. 

Johnston has 31 years of service with 
Gulf. He was promoted to his most re- 
cent position of general credit manager 
in 1952. 
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I. H. Caldwell, assistant division sales 
manager of Texaco’s sales division in 
Butte, Mont., has been named assistant 
sales manager of the Seattle sales divi- 
sion. He will be Texaco’s second-ranking 
sales executive in the three-state Seattle 
division, covering Oregon, Washington 
and Alaska. 

Caldwell joined Texaco in 1928 in 
the Los Angeles sales division. He served 
in various sales accounting capacities 
until he was named zone manager at 
Billings in 1945. He was appointed to 
his present post in the Butte division in 
October 1955. 

. He will be succeeded by S. P. Aveson, 
formerly Texaco’s Utah sales manager 
at Salt Lake City. 

* 

Howard P, Fer- 
guson, manager for 
wholesale and sub- 
sidiary sales of 
Standard Oil Co. 

(Ohio), has been 

named president of 

Fleet-Wing Corp. 

He succeeds Wil- 

liam J. Loufman, 

president since 

1946, who has re- 

tired. With the 

company since it 

was organized in 1929, Loufman has 
been district manager, vice president 
and president. 

Luke L. Loufman, who joined Fleet- 
Wing in 1933, continues as sales man- 
ager and becomes assistant to the 
president. 

George H. Pugh, merchandising man- 
ager, is now vice president and general 
manager. 


8 

William A. Glifort has been appointed 
manager of Vickers Petroleum Co.’s 
newly organized real estate and devel- 


opment department. This department 
will supervise all the necessary steps in 
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the construction of Vickers service 
stations. 

Glifort was formerly Gulf's retail rep- 
resentation manager in New York and 
Connecticut. 

* 

R. M. Price has been appointed as- 
sistant regional manager in Seattle for 
the Standard Oil Co. of Calif. He suc- 
ceeds Peter DeBoer, who has been trans- 
ferred to Sacramento, Calif. Price for- 
merly held a_ similar position § at 
Sacramento. 

° 

The new contractor representative for 
the Union Oil Co. in western Washing- 
ton and Alaska is James R. Bagley, who 
formerly served in the sales promotion 
department. He replaces W. J. Vollmer, 
who has been transferred to Los Angeles 
as asphalt representative. 


E. G. Hoover has 
been promoted to 
marketing opera- 
tions manager for 
Continental Oil 
Co.’s southwestern 
region. Formerly 
district marketing 
manager at Kansas 
City, he succeeds 
T. R. Abernathy, 
who was __ trans- 
ferred to Conoco’s 
division marketing 
staff at New Orleans as special sales 
representative. 

Hoover joined Conoco in 1948 at 
Muskogee, Okla., and served in market- 
ing positions at Oklahoma City, Ft. 
Smith, Ark., and St. Louis, Mo. He be- 
came city sales manager at Wichita, 
Kan., in 1954, 


Hoover 


* 

Claude C. Batchelor has been named 
vice president in charge of fuel sales, 
General Asphalts, Inc. He replaces W. 
W. Rice, who died on May 5. Batchelor 
was formerly sales manager of the Min- 
neapolis office. 


* 

Keith G. Blanchard has been elected 
vice president of Tuloma Gas Products 
Co. Before joining Tuloma Blanchard 
was a Standard Oil Co. (Ind.) district 
manager. He had been with that com- 
pany for 29 years. 


a 

Samuel T. Couch has been appointed 
manager of the new marine sales de- 
partment of General Petroleum Corp., 
located in San Francisco. He joined the 
company in 1940. L. M. West will assist 
Couch. Thad Vreeland was named as- 
sistant manager of the department at 
Los Angeles. 

* 

New officers of the Eastern Petroleum 
Credit Managers are: J. W. Obenhoff, 
Shell Oil Co., New York City, president. 
S. J. McCarthy, Tidewater Oil Co., Bos- 
ton; J. S. Neff, Gulf Oil Corp., Pitts- 
burgh; A. I. Richardson, Sun Oil Co., 
Philadelphia, are vice presidents. C. M. 
Mathewson, Cities Service Oil Co., Bos- 
ton, is secretary-treasurer. 
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Begick: 29 years in marketing 


NEW PRESIDENT of the Michigan 
Petroleum Assn. is George A. Begick, 
president of Lansing Oil Co., Lansing, 
Mich. 

Begick’s marketing career began in 
Saginaw, Mich., in 1930. He was a sta- 
tion attendant for three years before 
joining Gulf as a station supervisor. In 
1934 he was transferred to Gulf’s whole- 
sale division. 

Two years later Begick went with 
the Michigan Farm Bureau as man- 
ager of its petroleum division. He stayed 
with the Bureau until 1948. That year 
he bought a half-interest in the Lansing 
Oil Co. Two years later, after buying 
controlling interest, he converted the 
jobbership to Phillips. 

Lansing Oil’s volume for 1958 was 
about 5.5-million gal. of gasoline and 
fuel oil. The company markets in Ingham 
county and parts of three others. It has 
10 stations and supplies five dealer 
accounts. 

Begick is married, has two children. 
He is active in civic affairs in Lansing. 
He currently is president of the Lansing 
Optimist Club, was the original organ- 
izer and first president of the Greater 
Lansing Oil Men’s Club, and is now or- 
ganizing a local chapter of the National 
Fuel Oil Council to promote oil heat in 
that area. 

Other MPA officers include Russell L. 
Schafer, Schafer Oil Co., Pinconning, vice 
president; Robert E. Rengo, Rengo Bros., 
Inc., Kaleva, secretary; L. C. Suther- 
land, Sutherland Oil Co., Lake Orion, 
treasurer. Continuing as executive sec- 
retary and general counsel is Joseph D. 
Hadley. 

* 

L. R. Kump has been promoted to 
coordinator of trade relations for Con- 
tinental Oil Co., with headquarters in 
Houston. Formerly manager of market- 
ing for Continental’s Rocky Mountain 
region, he succeeds J. L. Wait, who 
retired in April. 


s 

Stockholders of Signal Oil & Gas and 
Bankline Oil have approved merger of 
the latter into the former. L. L. Aubert, 
president, and S. A. Patterson, vice presi- 
dent, both of Bankline, will become vice 
presidents of Signal. Aubert will also be 
a director. 


Joseph T. Cummings has left his post 
as vice president of E. H. Kellogg & 
Co., Mt. Vernon, N. Y., to form his own 
company, Joseph T. Cummings, Inc., 
New York City. He'll handle the sale 
and development of petroleum byprod- 
ucts, principally paraffin waxes and 
solvents. 

* 

S. D. Breitweiser has been elected 
executive vice president, and D. C. 
Wixson has been named administrative 
vice president for marketing of D-X 
Sunray Oil Co. 

Breitweiser joined D-X Sunray in 
October 1957 as vice president in charge 
of marketing. He’d been executive vice 
president for marketing since January of 
this year. 

Wixson joined the company in 1926 
at Waterloo, Iowa. He’s been vice presi- 
dent for retail sales since 1955. 

e 

P. C. Heinsohn 
has been appointed 
manager of Sin- 
clair Refining Co.’s 
eight-state south- 
eastern division 
with headquarters 
in Atlanta. Mr. 

Heinsohn succeeds 

E. J. Bassett who 

has moved to Kan- 

sas City, Mo., as 
Sichassben vice president and 
general sales man- 

ager for the company’s western region. 

Heinsohn has been with Sinclair for 
28 years. He worked in sales until his 
appointment’as area manager for south- 
eastern Texas in 1953, and in 1957 
became assistant manager of the south- 
eastern division. 

F. A. Sheriff, Jr., district manager in 
Tennessee, succeeds Heinsohn. Sheriff 
has held sales posts in North Carolina 
and Tennessee. 

© 

R. T. Seidel has retired as division 
manager for Shell Oil Co. in Minne- 
apolis after serving in the position for 
16 years. 

7 

S. M. Batterson has been elected 
president of Macmillan Petroleum Corp. 
Batterson succeeds R. S. Macmillan, 
founder and president for over 35 years, 
who has taken a leave of absence be- 
cause of illness. Batterson, formerly 
vice president, has been with Macmillan 
since its organization. 


* 

O. W. (Walt) Hine was elected presi- 
dent of the Virginia Oil Men’s Assn., 
succeeding LeRoy Schneider, Sun jobber, 
Roanoke. Hine is Cities Service division 


manager, headquartered in Richmond. 
The VOMA is made up of oil men of all 
segments, majors and jobbers. 

Other officers: C. P. Holland, Jr., 
Southern Oil (Shell jobber), Suffolk, first 
vice president; D. H. Conley, Atlantic 
Refining district manager, Richmond, 
second vice president; Paul B. Heffner, 
Hartol, Richmond, secretary; and C. E. 
Freeman, Esso, Richmond, treasurer. 


NATIONAL PETROLEUM NEWS °* July, 1959 





Johnson 


Earl N. Bunn has resigned as manager, 
distributor sales, of American Petrofina. 
He will enter a Fina jobbership in 
Springfield, Mo. 

Tom E. Cook, former manager whole- 
sales, supply and distribution, has been 
named light oil sales manager, a new 
department combining the responsibili- 
ties of wholesale, supply and distribu- 
tion, and distributor sales. 

Assisting Cook will be F. W. Haney, 
named distributor sales manager, C. D. 
Johnson, manager, supply and distribu- 
tion, and Robert E. Eustice, manager, 
wholesale sales. Eustice will also assume 
additional responsibilities with the dis- 
tributor sales department, primarily in 
the company’s northern marketing ter- 
ritory. 

8 

Jess H. Robinson has been named 
sales manager of Famariss Oil & Refin- 
ing Co. Robinson was formerly gasoline 
sales manager for the central division of 
Tidewater Oil Co. in Tulsa. 

a 

M. S. Beringer has retired as presi- 
dent of British American Oil Co., Ltd. 
He was with the company 25 years. In 
1951 Beringer was elected chairman of 
the board of directors. Four years later 
he became president—the first man in 
the company’s history to hold the dual 
post. 

G. W. Garton has been appointed 
assistant general manager, marketing. 
Among his previous marketing posts were 
those of Pacific regional manager and 
director of retail and jobber sales. 

W. J. Dumsday, formerly director, 
direct sales, is now manager of the 
Ontario division, succeeding Garton. 
Dumsday joined B-A as a sales trainee 
in 1945, 

J. T. Lockhart, formerly manager, 
Lake division, was appointed manager, 
Pacific division, with headquarters in 
Vancouver. He succeeds J. G. C. Hall, 


| for TOMORROW 
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Viking “gear-within-a-gear” pumps are adapted 
to the handling of fluids ranging from gaseous 
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This positive displacement pump has the 
unique and original Viking “gear-within-a-gear” 
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developed it to the place where industry often 
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started with B-A in 1946 as district rep- 
resentative in Regina. 

H. P. McCarthy, formerly manager, 
direct sales, Prairie division, succeeds 
Lockhart; headquarters in Winnipeg. 
McCarthy has been with B-A since 1929. 

R. J. Alm, formerly director, retail 
and jobber sales, was appointed man- 
ager, Prairie division, succeeding J. K. 
Farley, who has retired. Alm started 
with the company in 1926 as a junior 
clerk. 

Farley, with B-A for 30 years, has 
been granted early retirement because 
of ill health. Farley joined B-A in 1928 


as auditor at Saskatoon. He held various 
managerial positions and in 1956 was 
appointed manager of the Prairie divi- 
sion, 

C. G. Walker, formerly manager, re- 
tail and jobber sales, Prairie division, 
is now director, retail and jobber sales, 
succeeding Alm. Walker joined B-A in 
1939 as a clerk. 

D. C. Hodgkinson, formerly manager, 
direct sales, Ontario division, was ap- 
pointed director, direct sales, succeeding 
Dumsday. Hodgkinson joined the com- 
pany as a junior clerk in 1925. 

R. W. Carson, formerly manager of 


— 
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services, Quebec division, was named 
manager, retail and jobber sales, Prairie 
division, succeeding Walker. His head- 
quarters are in Regina. Carson started 
with B-A in 1937. 

Homer Ogston, formerly district man- 
ager, Montreal, is manager of direct 
sales, Prairie division, succeeding Mc- 
Carthy. Ogston joined B-A in 1934. 

W. P. Symons, formerly district man- 
ager, Toronto, was appointed manager 
of direct sales, Ontario division, suc- 
ceeding Hodgkinson. Symons joined 
B-A in 1929 as a salesman. 

D. E. Howard, formerly manager of 
services, Ontario division, is district man- 
ager, Toronto, succeeding Symons. 
Howard joined the company in 1951 as 
special representative. 


C. J. Guzzo, Gulf Oil Corp.’s vice 
president in charge of domestic market- 
ing since 1954, has been named a senior 
vice president. 

Veteran of 45 years with the com- 
pany, Guzzo becomes, as senior vice 
president, a member of the company’s 
executive group. During his career Guzzo 
has been very active in civic and pe- 
troleum activities, He’s currently vice 
president of the marketing division of 
American Petroleum Institute. 

J. L. Lenker, currently vice president 
and a director of British American Oil 
Co., Ltd., Toronto, has been elected a 
vice president of Gulf. Prior to joining 
B-A in 1956, Lenker had been with 
Gulf for 22 years. He has extensive 
experience in oil marketing. In his new 
position he will be responsible for the 
general direction of marketing Gulf 
products in the US. 

cy 

Walter Hamburg, formerly vice presi- 
dent of Milton Oil Co., St. Louis, Mo., 
is now spending full time managing New 
Era Oil Co. Since 1955 when Milton 
bought New Era, Hamburg has been 
dividing his time between the two com- 
panies. He’s still associated with Milton, 
but now he’ll handle only special projects 
for them. 

President of New Era since 1958, 
Hamburg was in charge of the $100,000 
building project completed last Novem- 
ber. It includes general offices, with a 
100,000 sq. ft. tire warehouse, and a 
modern service station. With seven D-X 
stations in the Belleville area, New Era’s 
annual volume runs nearly 4-million gal. 
(gasoline and fuel oil). Sales of Fire- 
stone products amount to about $250,000 
a year. 
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D-X Sunray Oil 
Co. has created a 
number of new po- 
sitions in setting up 
its new merchan- 
dising structure. 

C. E. Niessen, 
advertising and 
sales promotion 
manager, has been 
promoted to mer- 
chandising man- 
ager. 

L. S. McCaslin 
has been appointed coordinator of ad- 
vertising. He has been assistant adver- 
tising and sales promotion manager. The 
post of advertising supervisor has been 
filled by Roy B. Middleton, Jr., who has 
been assistant to the advertising manager. 
L. F. Sperry, formerly assistant sales 
promotion manager, has been promoted 
to coordinator of sales promotion. 


Niessen 


T. F. Scoggins 
has been named 
public relations 
manager of Tide- 
water Oil Co. For 
the past ten years 
Scoggins has been 
in the Shell Oil Co. 
public relations de- 
partment with as- 
signments in San 
Francisco, New 
Orleans and Los 
Angeles. Scoggins 
Scoggins succeeds Charles N. Pollak 
II, who moved from San Francisco to 
Los Angeles when Tidewater headquar- 
ters were transferred last November. 
Pollak resigned from the company the 
end of 1958 and is now with the Socony 
Mobil public relations department, as- 
sociated with the special projects section. 


W. D. Bill Macgill, Jr., Mobil jobber, 
Pulaski, was re-elected president of the 
Virginia Petroleum Jobbers Assn. All 
other incumbent officers were re-elected, 
including: D. E. Quarles, Jr., Shell, 
Fredricksburg, first vice president; H. J. 
Parrish, Atlantic, Manassas, second vice 


Ivan C. Sutherland, executive secre- 
tary of Oil-Heat Institute of New Eng- 
land and of New England Fuel Mer- 
chants Assn., died May 24 in a Lynn 
hospital. 

Sutherland, former director of educa- 
tion for the New England OHI chapter, 
succeeded Fred C. Beckwith as secre- 
tary when the latter retired in May 1958. 
Sutherland had been under a doctor’s 
care since early spring. 

o 

Henry M. Picard, 74, died April 27 

in Touro infirmary, New Orleans, after 


a long illness. At his retirement in 1956, 
Picard held the title of the “oldest re- 
seller” in Louisiana. 

He was the Esso wholesale dealer in 
Ascension parish for 51 years; his ex- 
perience went back to the days of the 
wagon and barrel delivery. His bulk 
plant was located at Gonzales. 

Picard was born in Ascension parish 
and graduated from L.S.U. He was an 
active member of Louisiana Oil Mar- 
keters Assn. He is survived by his widow, 
Mrs. Mamie Carriere Picard, and a son, 
Henry M. Picard, Jr. 
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Deaths... 


Joseph H. McEachern, 73, retired for- 
mer manager of the marine department 
of Standard Oil Co. of Calif., died June 
3 at Ross, Calif. 

During his long career with Standard 
which he joined in 1913 as a salesman, 
McEachern advanced steadily in market- 
ing. He was manager of the sales op- 
erating department in 1935 when he was 
made manager of the marine depart- 
ment. He retired in 1950. 

McEachern was a former member of 
the Pacific American Tankship Assn. 
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1, Faster, Easier Resetting: New 
controlled reset cycle guarantees uni- 
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Coming Meetings 


AUGUST 


South Carolina Oil Jobbers Assn., annual 
summer meeting, Hotel Ft. Sumter, Charles- 
ton, Aug 9-11. 


Society of Automotive Engineers, national 
West Coast meeting, Hotel Georgia, Van- 
couver, B. C., Aug. 10-13. 


National Congress of Petroleum Retailers, 
annual meeting and trade show, Jung Hotel, 
New Orleans, Aug. 16-21. 


Virginia Petroleum Jobbers Assn., man- 
agement institute, William Byrd Hotel, Rich- 
mond, Aug. 17-19. 


Centennial Week Observances, Titusville, 
Pa., Aug. 23-29. 


&New Mexico Petroleum Industries Com- 
mittee, annual convention, Western Skies 
Hotel, Albuquerque, Aug. 26-28. 


Oil Industry’s ‘Celebration of the Century,’ 
Titusville, Pa., Aug. 27. 


Pennsylvania Grade Crude Oil Assn., an- 
nual meeting, Wanango Country Club, 
Reno, Pa., Aug. 28. 


SEPTEMBER 


Oil Trades Assn. of New York, Westchester 
Country Club, Rye, Sept. 10. 


Empire State Petroleum Assn., Saranac Inn, 
Saranac Lake, N. Y., Sept. 13-15. 


Illinois Petroleum Marketers Assn., 6th 
management institute, Robert Allerton Park, 
Monticello, Sept. 13-16. 


Missouri Petroleum Assn., annual fall frolic, 
Columbia Country Club, Columbia, Sept. 14. 


API, Marketing Division, lubrication com- 
mittee meeting, Traymore Hotel, Atlantic 
City, Sept. 16. 


Ohio Petroleum Marketers Assn., semi-an- 
nual conference and golf tournament, Hotel 
Sheraton-Cleveland and Lakewood Country 
Club, Cleveland, Sept. 16-17. 


National Petroleum Assn., annual meeting, 
Traymore Hotel, Atlantic City, Sept. 16-18. 


Kentucky Petroleum Marketers Assn., fall 
outing, (hotel not available at publication), 
Lexington, Sept. 17-19. 


Mississippi Oil Jobbers Assn. and Alabama 
Oil Jobbers Assn., Hotel Buena Vista, Biloxi, 
Sept. 20-22. 


North Carolina Oil Jobbers Assn., annual 
meeting, Grove Park Inn, Asheville, Sept. 
20-23. 


Pennsylvania Petroleum Assn., Pocono 
Manor Inn, Pocono Manor, Sept. 20-21. 


Florida Petroleum Marketers Assn., semi- 
annual meeting, Hotel Americana, Miami 
Beach, Sept. 23-25. 


Independent Oil Compounders Assn., 12th 
annual meeting, Pick-Congress Hotel, Chi- 
cago, Sept. 27-29, 


National Assn. of Oil Equipment Jobbers, 
annual convention and trade show, Hotel 
Leamington, Minneapolis, Sept. 27-29. 


American Petroleum Credit Assn., 35th an- 
nual conference, Hotel Radisson, Min- 
neapolis, Sept. 28-30. 


OCTOBER 


California Natural Gasoline Assn., annual 
meeting, Huntington-Sheraton Hotel, Pasa- 
dena, Oct. 8-9. 


Louisiana Oil Marketers Assn., management 
institute, L.S.U. campus facilities, Baton 
Rouge, Oct. 8-10. 


Tennessee Oil Men’s Assn., annual fall 
meeting, Andrew Jackson Hotel, Nashville, 
Oct. 11-13. 


API, Marketing Division, operations and 
engineering committee meeting, The Broad- 
moor, Colorado Springs, Colo., Oct. 11-15. 


API, Marketing Division, marketing re- 
search committee meeting, The Broadmoor, 
Colorado Springs, Colo., Oct. 12-15. 


Fuel Merchants Assn. of New Jersey, an- 
nual meeting and trade show, Chalfonte- 
Haddon Hall, Atlantic City, Oct. 12-17. 


Petroleum Packaging Committee, Packaging 
Institute, Goodhue Hotel, Port Arthur, Tex., 
Oct. 12-13. 


West Virginia Petroleum Assn., annual 
meeting, Daniel Boone Hotel, Charleston, 
Oct. 14. 


South Dakota Independent Oil Men’s Assn., 
annual meeting, Sheraton-Cataract Hotel, 
Sioux Falls, Oct. 15-16. 


Packaging Institute, 2ist annual meeting 
and trade show, Hotel Statler, New York 
City, Oct. 16-18. 


American Society of Lubrication Engineers 
and American Society of Mechanical Engi- 
neers, joint lubrication conference, Shera- 
ton-McAlpin Hotel, New York City, Oct. 
19-21. 


Nebraska Petroleum Marketers Assn., an- 
nual meeting and trade show, Paxton Hotel, 
Omaha, Oct. 20-21. 


Oil Trades Assn. of New York, annual 
banquet, Waldorf-Astoria Hotel, New York 
City, Oct. 21. 


Virginia Petroleum Jobbers Assn., semi- 
annual meeting, Hotel Roanoke, Roanoke, 
Oct. 21-22. 


Virginia Oil Men’s Assn., semi-annual 
meeting, Hotel Roanoke, Oct. 23. 


Independent Petroleum Assn. of America, 
Statler-Hilton Hotel, Dallas, Oct. 25-27. 
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National Lubricating Grease Institute, an- 
nual meeting, Roosevelt Hotel, New Or- 
leans, Oct. 26-28. 


Society of Automotive Engineers, national 
transportation meeting, LaSalle Hotel, Chi- 
cago, Oct. 26-28. 


Society of Automotive Engineers, national 
fuels and lubricants meeting, LaSalle Hotel, 
Chicago, Oct. 28-30. 


Assn. of American Battery Manufacturers, 
Palmer House, Chicago, Oct. 29-31. 


NOVEMBER 


API, 39th annual meeting, Conrad Hilton, 
Palmer House and Congress Hotels, Chi- 
cago, Nov. 9-11. 


Society of Independent Gasoline Market- 
ers of America, annual meeting, Congress 
Hotel, Chicago, Nov. 9. 


API, Marketing Division, Congress Hotel, 
Chicago, Nov. 10-12. 


DECEMBER 


Interstate Oil Compact Commission, Ho- 
tel Sheraton, New Orleans, Dec. 3-5. 


JANUARY 1960 


Society of Automotive Engineers, annual 
meeting and engineering display, Sheraton- 
Cadillac and Statler Hilton Hotels, Detroit, 
Jan. 11-15, 


Kentucky Petroleum Marketers Assn., 
34th annual convention and exhibit, Brown 
Hotel, Louisville, Jan. 18-20. 


Oil Trades Assn. of New York, Waldorf- 
Astoria Hotel, New York City, Jan. 20. 


FEBRUARY 


Iowa Independent Oil Jobbers Assn., an- 
nual convention, Ft. Des Moines Hotel, Des 
Moines, Feb. 16-17. 


MARCH 


Society of Automotive Engineers, na- 
tional automotive meeting, Sheraton-Cadil- 
lac Hotel, Detroit, Mar. 15-17. 


Kentucky Petroleum Marketers Assn., 5th 
management institute, Brown Hotel, Louis- 
ville, Mar. 17-20. 


Texas Oil Jobbers Assn., annual conven- 
tion, Commodore-Perry and Stephen Austin 
Hotels, Austin, Mar. 17-19. 


Ohio Petroleum Marketers Assn., annual 
convention and trade exposition, Deshler- 
Hilton Hotel, Columbus, Mar. 23-24. 


APRIL 


> Oil-Heat Institute of America, annual 
convention and trade show, Park Sheraton 
Hotel, New York City, (date not available 
at publication). 


First listing. 
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Wanted: Senior wax chemist with 5 years for Service Station Products 
major oil company experience. o S | We are a substantial, long established firm, manu- 
tations. 
Duties: Developing new waxes and production or a e sage #4 yay ee t. cage _ or - 
testing. F | oil > Bigg We = gre wey directly or —_? a 
. submit unpatented s OF 
Address: P-1954, National Petroleum News. ue come ot first letter. Writer—Manager, P. 0. Box 


CLASS ADV. DIV., P.0. BOX 12, N.Y. 36, N.Y. and Heating Business 185, eetion F, Buffalo, New York. 


i ished i imately 800,- 
ADDRESS BOX NO. REPLIES TO: Box No. Established in 1936 approximately 800 


Classified Adv, Div. of this publication. 000 gallons yearly located in Central 
Send to office nearest 


NEW YORK 36: P.O. BOX 12 New York. 


CMAN FRANCISCO 4: 68 Post St BO-1815 NATIONAL PETROLEUM NEWS FOR ADDITIONAL 


_POSITION VACANT I », P.O. , WY. 36, OLY. 
Wanted. Fuel oil salesman for refinery © ra- CA Ps OUY.. BA, SUE £2, INFORMATION 


tion. Capable of selling full line of products, 
#1 to #6. Sales area Upper zpuinese, of Michi- 
gan. Write Box 477, Tawas City, Michigan. _ whe 
POSITIONS WANTED ae About Classified Advertising 
Ambitious man, age 33, 10 years experience in “INDEPENDENT JOBBERSHIP, selling over 5,- 
gasoline and pod od oil retail marketing. Pre- 000,000 gallons gasoline annually, through owned and 
sent position includes complete management of leased outlets, in Alabama and Florida. Would con- Cc Y * 
a large plant operations. Have organized and sider sale of ees and lease of properties, other onrac 


managed successful credit handling, sales pro- pl sale, cash or credit. Write 
motion, supervision of men and etc. Presently BO 1949, National Petroleum News.’ THE McGRAW-HILL 
employed, but seeking new challenges. Desires 520 N. Michigan Ave., Chicago 11, III 


association with independent petroleum com- r - iia ; OFFICE NEAREST YOU 


pany. Preferably New York State. PW-1844, 
National Petroleum News. 


Successful, experienced sales executive with ATLANTA, 3 
background in foreign and domestic petroleum FOR SALE 1301 Rhodes-Haverty Bldg. JAckson 3-6951 
M. H. MILLER 
































peewee used hes ene 3 in the Hot me ac- 
customed to working under pressure, seeks op- 
portunity for real job satisfaction and financial 1957 Studebaker 4 compartment 1200 gallon 
growth. PW-1862, National Petroleum News. tank truck, completely equipped pump, hose, BOSTON, 16 

BUSINESS OPPORTUNITIES — reel, and meter 350 Park Square HUbbard 2-7160 


Bulk Oll Plants, Propane Gas Plants—Selected | 1953 Studebaker 4 compartment 1015 gallon D. 4. CREST 
properties throughout the midwest. We specialize capacity tank truck gravity. 
in selling petroleum properties. Ole Brodd Petro- 

leum Marketers, 605 Produce Bank Bldg., Minne- Hi Ph gn ol 
apolis 8, Minnesota. 


Jobber Business ennvel volume 3,250,000 major | 1952 Studebaker 2 ton stake body. 
oil representation contracted year to year ex- 3, ick- 
cellent earnings 100,000 cash needed for inven- 1950 GME % ton pick-up. CLEVELAND 


, 8 
tory trucks location upper New York State. BO- No Reasonable Offer Refused. 1164 Illuminating Bldg. SUperior 1-7000 
9652, National Petroleum News. SUperior 1-7000 


For Sale “in Okishome—Ol Compounding Blend- Contact: W. 8. SULLIVAN 
ing ant wit an plant facilities, machinery 7 Wt. 

and equipment. Ideal location, two railroads, two c. Ww. MeNecghton Oil Co. 

freight lines. Three well advertised trade-mark P. O. Box 615 Indiana, Pa. 
brands of oil and an established brand of per- DALLAS, 

manent anti-freeze. BO-9059, National Petroleum 1712 Commerce St., Vaughn Bidg 

News. Riverside 7-5117 
Jobbership For Sale In Wisconsin. Large major TRAILERS AND TRACTORS FOR SALE SOE HOLLAND 
brand franchised territory with good expansion 

possibilities. Includes modern service station, One 1951, Two 1952, One 1955 GMC; One 
bulk plant, trucks and all operating equipment. 1956 Ford; One 1957 and One 1958 Interna- DETROIT, 26 

1958 net profit was $22,136.23. Owner retiring tional—TRACTORS. _Hi-Tensil Steel Transport 856 Penobscot Bldg. W Oodward 2-1793 
and will finance buyer. $30,000 will handle down Tanks 3,825 to 5,200 gallon capacity. D. M. WATSON 

payment and inventory. Petroleum Realty, 3228 REFINERS TRANSPORT 


University, Madison, Wis. P. ©. Box 1165, Nashville 2, Tennessee. LOS ANGELES, 17 
_ —— 1125 W St. HUntley 2-5450 


P. M. BUTTS 
PROF ESSIONAL For Sete NEW YORK, 36 
FRUEHAUF TRAILER 500 5th Ave. : FAITE asta 5-5959 
3 Compartment 4300 gallon .s 
SERVICES In Use, replacing with larger unit. R. P. LAWLESS 
Priced to sell 
John R. Brown PHILADELPHIA, 3 
Box #246 Westminster, Md. Phone Tilden 8-8900 Six Penn Comper Fie as LOcust 8-4330 
H. W. BOZARTH 


CHICAGO, II 
5 compartment 1055 gallon 520 No. Michigan Ave. MOhawk 4-5800 
_ J. HIGGENS 
S. MOORE 





























PROPANE GAS PLANTS 
ANDROS AMMCIUA PANTS WANTED—USED GASOLINE PUMPS “Tysl8 Olive St, JEHerson 5-486 


Will buy any number of following repairable FOB 


595 Bowser, 89 Tokheim, 766 Bennett, Quote price, 
model and number of pumps 


Designed and InstaHed your warehouse. 96-C, 904, 906 G&B. 575 585, SAN FRANCISCO, 4 
68 Post St. 


PEACOCK CORPORATION DOuglas 2-4600 
Box 268, Westfield, N. J. W-1502 National Petroleum News 


520 N. Michigan Ave. Chicage (1, I. 


S. HUBBARD 
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e@ A bunch of Texas oilmen bought a big block of 
seats for Van Cliburn’s recent Carnegie Hall concert. 
One of the gang provided his personal Boeing 707 
and they all flew up to New York the afternoon of 
the recital. Arriving at Idlewild airport, they rented 
limousines and headed into the city in a caravan. 

Somehow they got lost on the way and at 8:30 
they were driving aimlessly around the lower east 
side. “Ah don’t know about you boys,” said one of 
the oilmen finally, “but Ah’m gonna git me some in- 
structions.” Leaping out of his car, he assailed an 
ancient Hungarian patriarch who was passing by. 
“Say, pardner,” said the Texan, “how do y'all git to 
Carnegie Hall?” 

The old man looked at him for a moment and re- 
plied softly: “Practice, practice.” 


@ Roadwork. The student driver (female, naturally) 
was tooling past a couple of telephone linemen mount- 
ing a pole. “The fools,” she said angrily to her in- 
structor, “what do they think I am, a beginning 
driver?” 


@ Seeing Double. If you’ve ever wondered why there 
are two Flying Red Horse signs atop the Magnolia 
Petroleum building, the natives say it’s so no one 
can ever call Dallas a one-horse town. 


of the barrel 





“Congratulations. You just bought 
yourself a service station.” 











e During an overnight train trip through the Great 
Midwest, a major-company jobber relations man was 
just dozing off when he heard a tap-tap-tap from the 
berth below. 

“Are you awake, sir?” whispered a middle-aged 
female voice. 

“I am now,” said the oil man groggily. 

“Well, I’m terribly cold, sir, and I just wondered 
if you’d mind getting a blanket for me.” 

“I have a better idea, lady,” said the oil man. 
“Why don’t you and I pretend we're married?” 

A middle-aged giggle wafted upward. “Why, that 
sounds real nice, you cute man.” 

“Good,” said the oil man, rolling over. “Now go 
get your own damn blanket.” 

















“How’s business?” 


“Our agency has always had a good farm busi- 
ness. We feel we talk the farmer's language.” 
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New B.F.Goodrich hose can 
take abuse, won‘t mark aircraft 


HE cover of this B.F.Goodrich 
hose is made of tough, new 
rubber compounds that can take the 
roughest scrapes without a sign of 
wear. And it can be tugged along the 
wing without leaving unsightly black 
marks on the aircraft. It's smooth, 
with no ridges to snag on rivets or 
sharp edges. Oil and gasoline won't 
hurt it, nor exposure to all sorts of 
weather. 
This new, improved B.F.Goodrich 


hose, known as Type 38, is reinforced 
with three braids Hy new chemically- 
produced fiber many times stronger 
than cotton, that gives it strength, with- 
out making it stiff and bulky. Both 2” 
and 2%” sizes are factory tested to 400 
pounds psi, giving them a better than 
3-to-1 safety factor over the recom- 
mended 125 pounds working pressure. 
The hose tube is gasoline and oil- 
proof, will not swell. 

Safe and strong as it is, this hose is 


also flexible, easy to handle. It won't 
collapse to cause shut-offs or slow up 
deliveries. Hose works equally well in 
top deck or reel service. 

B.F.Goodrich aircraft fueling hose 
meets all NFPA specifications as ap- 
proved by the CAA, major airlines, 
and insurance underwriters. Call a 
B.F.Goodrich distributor for more 
information, or write B.F.Goodrich 
Industrial Products Company, Department 
M-625, Akron 18, Ohio. 


BE Go odrich aircraft fueling hose 


176 


(To obtain more data on advertised products see page 142) 
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MIRACIEMIEIER Gee 
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Standard on all 
TOKHEIM 
DISPENSERS 


at no extra cost! 





TEST RUNS PASS 10,000,000 GALLON MARK! 


Because test runs prove that the new MIRACLE METER will measure 
10,000,000 gallons without visible wear, and with only minor adjust- 
ment, Tokheim makes the unqualified claim that this meter is per- 
manently accurate, and virtually trouble-free. Accurate at any rate 
of delivery and at any pressure. ‘‘How,”’ you ask, ‘‘can this be true?” 
The answer is simple: Tokheim meters have always been renowned 
Interceptor Model 452-P for their accuracy. By utilizing the same basic meter design used by 
— with Advertising Panels Tokheim for years, and by substituting non-corrosive materials in 
and Fluorescent Lighting vital parts, MIRACLE METER defies the action of time and modern 
We en ee fuels—measures any kind of gasoline in use today, or conceived for 

ce ss ha use in the future. You can hold maintenance costs to a minimum 

with Tokheim’s new MIRACLE METER. Write for broadside today! 


TOKHEIM CORPORATION 
DESIGNERS AND BUILDERS OF SUPERIOR EQUIPMENT SINCE 1961 
FORT WAYNE, INDIANA 





Subsidiaries: Tokheim International, A.G., Lucerne, Switzerland; 
GenPro Inc., Shelbyville, indiana; Tokheim of Canada, Léd., Toronto, Ontario 














A. O. Smith, since acquiring Erie Pump, 
now offers both the L3D and “Salesman 
48” lines of pumps as well as many related 
accessories. 


—_— ESSA RISS: 3 


to the peak of service - station appearance and 
efficiency with Smith - Erie gas pumps. 

Their striking styling, their accuracy and honest measure inspire 
confidence in every motorist. And the way Smith-Erie gas pumps 
perform — delivering a million gallons or more without need 
for adjustment — promises a most favorable profit-to-mainte- 
nance cost-ratio. 


They’re worth looking into, even more valuable when they’re 
in your station! 


Get the complete story from your os or write direct. 


a better way 


AO Smith 


See FO: Rk A 


Smith- E..2_Dwision 


tories: 5715 Smithway St., Los Angeles 22, California; Erie, Pennsylvania 
Offi Atlanta 5, Ga.; Chicago 3, 11!.; Houston 2, Texas; Los Angeles 22, Calif.: 
w York 17, N. Y.; Tulsa, Okla.; Oakland 21, Calif. Canada: Toronto 12, Vancouver 2. 
A. 0. Smith INTERNATIONAL S. A., Milwaukee 1, Wisconsin, U. S. A. 











